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PLACE YOUR SPRING STOCK ORDER FOR THE NEW 
BRIDE’S SILVER THEATER SETS BY MARCH Ist 
AND RECEIVE A “MERCHANDISE DIVIDEND | 


BRIDE’S SILVER THEATER SET : 
BIGGER PROFITS from BIGGER | 


Featured every Sunday in the Sil 
a = SALES of BIGGER SETS! 


Featured every month in full page, four 
color Life advertisements. . f Ky 
\Ral il 


Right into June 1939. 
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Bride's Silver Theater Sets ! TN 
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America’s Finest Silverplate 
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Royer sketches his new concept of combining 
gems with colored suede, so that the jewelry 
dominates the dress ensemble. Left below, 
Anita Louise, starring in "The Little Princess," 
shows the dramatic possibilities of this new 
jewelry idea, executed by Joseff of Hollywood. 


Becton now designed for important players’ 
personal use and for screen wear are just as simple 
as Hollywood designers can make them, and_ bold, 
dramatic jewelry is in vogue because of the simplicity 
of the dresses. 

“A costume is no more important than the jewelry 
that adorns it,” says Royer of the 20th Century-Fox 
Hollywood studio. ‘Women need ‘poster’ or bold 
jewelry to accent whatever dress they wear—a reason- 
able number of well-selected pieces to dress up their 
simple gowns.” 

With this idea of centering attention on jewelry, 
Royer has designed a three-piece ensemble, ingeniously 
combining moonstones of various sizes with platinum or 
white gold, and waterproof fuchsia-colored suede. The 
leaf affairs in necklace, bracelet and clip-brooch are 
delicately edged in the precious metal. The bracelet 
and the necklace are fashioned with “little girl” ties of 
suede. 

The idea of incorporating an informal material like 
suede into versatile articles of jewelry, to be worn in 
the winter with formals, in the summer with whites, and 
in the in-between seasons with pastels is fashion news. 

“This effect has been so satisfactory,’ Royer says, 
“that our players have had such suede colors as fuchsia, 
grape, turquoise and powder blue combined in three- 
piece sets using such gems as emeralds, turquoise and 
sapphires, en cabochon. 

“We in Hollywood must call our fashion shots well in 
advance, for our pictures are several months in produc- 
tion and then have a first-run life of several months 
So look for jewelry of this type in the Spring.” 














NPEAKING OF 
THE _Jewetry [RADE 


lew of possession 
is the theme, the only theme, for 
jewelers to dwell upon in their ad- 
vertising and in their sales talks, 
- says George L. Frey, manufacturer's 
representative at 21 Maiden Lane, 
New York, who is widely-known to 
the jewelry trade of the East, 
through many years of calling on 
the wholesale trade. ‘The intrinsic 
value is not nearly as important a 
factor to the possessor of an object, 
—be it auto, refrigerator, dog or 
jewel,—as joy of possession. 

“Advertising men and explorers 
both realize the importance of joy of 
possession. The former sells thou- 
sands of watches by picturing a 
proud possessor showing one to her 
friends. The explorer wins the con- 
fidence of primitives with objects of 
adornment more easily than with 
utilitarian objects.” 

Mr. Frey says that where dia- 
monds and other gems were once the 
mark of distinction for people of 
means, automobiles now seem to be 
the criteria of wealth. A modern 
woman, given the choice of a fine 
car or an equal value in jewelry, 
would almost invariably select the 
former, believes Mr. Frey. This con- 
dition he thinks, is due to the great 
sums which have been spent on mo- 
tor advertising. By taking cog- 
nizance of the importance of this 
factor, the joy of possession, and 
preaching it in every way at his com- 
mand, the jeweler can restore jewel- 
ry to the preeminence it had enjoyed 
since the dawn of history, Mr. Frey 
believes. 


© © 
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Lichbying for his hobby” 
on Dave Elman’s Hobby Lobby pro- 
gram, broadcast over a coast-to-coast 
hookup a few weeks ago, Louis Ais- 
enstein, of Aisenstein-Woronock & 
Sons, Inc., New York diamond im- 
porters and watch wholesalers, 
showed the studio audience his col- 
lection of antique watches worth 


$100,000, and told a romantic story 
of watchmaking’s development dur- 
ing the last 425 years. 

During part of the program, Mr. 
Aisenstein played the role of a black- 
smith or locksmith who in 1510 
made one of the first portable watch- 
es, with Dave Elman as his imaginary 
customer. 

The ensuing dialog brought out 
the facts that the smallest model ob- 
tainable in those days weighed two 
pounds, cost about $500, looked like 
an ostrich egg, was worn on a chain 
around one’s neck, and its lone hand 
was accurate to within two hours. 

By about 1780 watches were small- 
er, more accurate, and the _hair- 
spring had been invented. Mr. 
Aisenstein closed his part of “Hobby 
Lobby” by holding a tiny repeater 
watch, made about that time, close 
to the microphone, and working the 
tinkling mechanism. Next day Mr. 
Aisenstein got telegrams and phone 
calls from friends and customers in 
all parts of the country, congratulat- 
ing him for his dramatization. 
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Most jewelers do watch 


repairing, and a large number include 
clock repairing among their lines,” 
said a jeweler of San Bernadino, 
Calif., “but comparatively few make 
a specialty of this service. We have 
found that it is one of the very best 
methods of gaining publicity for our 
watches and clocks. We have little 
printed post cards, which we send 
out from time to time to our regular 
patrons, as well as to lists of pros- 
pects whom we secure from various 
sources. These cards are sent out 
in bunches of from 25 to 50, the ad- 
dressing of the cards being done dur- 
ing leisure moments. These cards 
suggest: “At least once a year your 
watch and clock deserve a thorough 
inspection. Bring them in and we 
will examine them and see if. they 
need cleaning or minor adjustments 
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made. No charge for inspection—g 
very moderate price for renovation,” 
A record is kept of all cards sent out 
and if the first one does not bring 
a response a second is mailed several 
months later, and this practice is con- 
tinued for a year. In this way the 
whole community becomes thor. 
oughly cognizant of our watch and 
clock repair service. Thinking of 
us as A-1 watch repairers the public 
quite naturally thinks of us when in 
the market for a watch or clock 
Many a sale is started, if not actually 
consummated, during the visit to the 
store to bring in or call for their 
watch or clock for cleaning, as a se- 
lection of a number of new models js 
placed in close proximity to the re- 
pair department and thev have , 
chance to examine them while the 
ticket is being made out, or they are 
waiting for their change.” j 
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| we “don'ts” 
which have proven worthwhile pre- 
cautions, in 50 years’ experience of 
the Jewelers Security Alliance, are 
worthy of careful consideration. 
These read: 

Don’t attempt to run your business 
alone. Have someone with you al- 
ways. 
showcases or show 
Have spring 


Don’t leave 
windows unlocked. 
locks on them. 

Don’t lose sight of valuable goods 
for an instant when showing to 
strangers. 

Don’t accept checks from anybody 
you don’t know intimately. 

Don’t let fine clothes or manners 
deceive you. Sneak thieves always 
dress well. 

Don’t show valuables by the tray- 
fuls. Show only a few and watch 
them all. 

Don’t turn your back or step away 
without first removing shown goods. 

Don’t wait on more than one per- 
son at a time. 

Don’t mass your valuables in win- 
dow or showcases. Spread them out. 

Don’t tempt window-smashers. 
Hang unbreakable glass inside reg- 
ular window. 

Don’t have entrance-door handles 
which can be fastened on the outside. 

Don’t let anyone in your store 
when safe is open and goods being 
displayed or replaced in safe morn 
ing and night. 
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Don't be fooled by uniformed per- 


sons seeking admission at those 


times. 
Don’t lese your head in a hold-up. 


Keep cool; watch for means of iden- 
tfication. 

Don’t be distracted by phone calls 
or street brawls while serving 
strangers. 

Don’t relax alertness if customers 
argue or fight. It’s a sneak-thief’s 
trick. 

Don't leave stock displayed or 
safe open while away even for a few 
minutes. 

Don’t leave valuables in showcases 
when closing for the night. Use your 
safe. 

Don’t hide your safe. Place it in 
plain sight of police, watchman and 
passersby. 

Don’t depend solely on locks and 
bars. Have electric protection. In- 
stall a siren. 

Don’t neglect to scratch-mark all 
jewelry so you can identify it posi- 
tively. 

Don’t let strangers take goods to 
show others, even a person in a car 
at the curb. 

Don’t talk unnecessarily about re- 
ceiving valuable goods. Robbers may 
hear you. 

Don’t hide your Alliance signs. 
Have the door plate in place and the 
reward sign prominently displayed. 
Impress upon your window dresser 
that this sign. absolutely must not 
be left out and it must not be hidden. 

Don’t allow your membership to 
lapse. 
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Ain White, 92, 


who is believed to be the oldest 
jeweler in the United States in the 
point of service, and Mrs. White, 
88, observed their seventieth wed- 
ding anniversary at Rolfe, Iowa, on 
Jan. 7. For more than 80 years the 
veteran jeweler has been repairing 
watches and clocks. When a lad of 
10, he began “tinkering” with 
watches and clocks in the shoe shop 
on his father’s farm. At the age of 
14 he was apprenticed to a jeweler 
at Mt. Vernon, Iowa, the first year 
woiking for his board and the next 
four years receiving $50 a month. 

“Then, tools and watches were not 
what they are today,’ Mr. White 
says. “It is wonderful to look back 
over the last 70 years and see the 
many improvements, not only in the 
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jewelry business but in everything.” 

Although he has not worked much 
at the bench during the last year or 
two, he goes to the store every day 
and keeps in touch with the business 
which is managed by his son, C. J. 
White. Just recently, the veteran 
jeweler repaired his own alarm clock. 

Mr. White also is fond of playing 
the fife, and on summer evenings 
this couple may be seen sitting on 
the front porch of their home, while 
he plays tune after tune on the fife. 
Often the neighborhood hushes its 
noise to listen to “Grandpa White 
play.” Mr. and Mrs. White have 
four sons, eighteen grandchildren 
and nine great grandchildren. 
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The first Elgin 
ever manufactured has finally been 
located by the Elgin National Watch 
Co. after a search of several years. 
The 73-year-old watch was origin- 
ally presented to B. W. Raymond, 
first Elgin president and _ twice 
mayor of Chicago. Like Elgin’s 
finest railroad watch today, it is 
called the B. W. Raymond model. 
Elgin No. 1 has 15 jewels, and is 
key-wound and key-set. The move- 
ment is gilt and originally it retailed 
for $117 without case. This ancient 
American timepiece, which is still in 





good running order, will be on dis- 
play in the Elgin exhibit building at 
the New York’s World Fair, along 
with the newest models among its 
38,000,000 sister Elgin Watches. 
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(coninn sparked the other 
day in the gift department of Stin- 
son & Sons, Camden, Ark., where a 
large purchase of glass bowls with 
white wire frames had been stocked 
and was selling only fairly well. 

A saleswoman in the gift section 
got a bright idea. She bought a 
quantity of ivy from a florist, filled 
the bowls with water and placed a 
few sprigs in each. Instead of being 
just another centerpiece, each bow! 
became a “live” gift, ready to use, 
with ivy stemming over its sides. 
This idea, with no extra charge to 
the customer, sold satisfactory quan- 
tities of the table decorations. 
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‘Tie 10,000th customer for 
a wedding ring received it free from 
Charles M. Harrington, Kirkville, 
Mo., jeweler. In addition to the ring 
the bride-to-be received a number of 
gifts from wholesale jewelers with 
whom the Harrington store is con- 
nected. The 10,001st wedding ring, 
incidentally, was for the bridegroom. 














"Let's go back for another one—now my other arm is cold.” 
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669 IT’S time for the jeweler to snap out of it!” 

That’s the theory on which S. Kind & Sons bu:lds 
its window displays in its new store at Broad and Chest- 
nut Streets, Philadelphia. 

And the success of the six modernly designed windows 
in luring shopping crowds before the store’s gleaming 
front attests to the workability of the Kind dogma. 

No longer may jewelers depend on time-honored, trite 
methods of exhibiting their wares and expect to keep 
pace with the counter-attractions of the art of window 
decorating. Radical as the change may be, they must 
take a cue from their competitors in other retail lines if 
jewelers’ windows are to catch more than fleeting glances 
from the passers-by. 

The displays behind the glass 
must strike a note of fashion. 


must come alive. They 
What shall we do, for 
assortment of diamond 
Simply set them out in 
arranged in attractive 


instance, with that really choice 
wedding and engagement rings? 
near-phalanx formation, neatly 
cases, 

Old stuff! 

Have you passed by the windows of your city’s leading 
department stores lately? They aren’t displaying wo- 
men’s dresses lying flat on the floor and they aren’t 
displaying styles of 1910. There are two points here 
of cardinal importance. 

First, these enterprising merchants, who know their 
display theories from A to Z, make their merchandise 
appeal by showing how it looks in actual use or by in- 
jecting the human element—if only through the presence 
of a mannequin. Secondly, the whole display is up-to- 
date. Its keynote is the smartness, the verve, the excite- 
ment of today. 

But let's let Mrs. Marion Pancoast, who is responsible 
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@ Mannequin hands show how 
engagement and wedding rings 
look when actually being worn 


.. . Says Mrs. Marion Pancoast, whose dis- 
plays for S. Kind & Sons, Philadelphia, have 


been phenomenally successful sales-builders 


by W. WATSON FENIMORE 


for the nearly phenomenal success of the Kind windows, 
tell it. Briefly, Mrs. Pancoast thinks that even most New 
York jewelers are too stodgy, too tradition-bound. “Get 
your stuff up where the public can see it and make them 
want to look,” she says. 

“Compare displays of a good department store or 
specialty shop with those of a good jeweler in the same 
town,” Mrs. Pancoast invited, waving a pencil at her 
interviewer. 

“What do you find? 
are based on fashion appeal, center around one selling 
idea and are carried out in keeping with the trend of the 
times. Backgrounds for the most part are light in color 
and frequently are changed in color and design. 

“In the jewelers’ displays, too often one finds just the 
reverse. Fashion appeal is not played up as it should 


The former displays primarily 


and can be. There is no selling idea. And backgrounds! 
They're either of dingy velvets or fine-grained wood 
panels of the 1900's or before. They probably haven't 
been touched since the store was built.” 

Mrs. Pancoast illustrated her point about the human 
element by declaring that any jeweler with a modest 
assortment of fashionable heads and hands for props 

(Please turn to page 55) 
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@ Half cylinders and figures 
suggest organ pipes and wed- 
ding service in this ring display 


® An article about silver in a 
woman's magazine is tied in 
with this exhibition of flatware 


@ Fashionable fabrics tone up 
zircon jewelry, as evidenced 
by these cloth-covered discs 

















MYRON EVERTS, A.N.R.J.A. PRESIDENT 


HEN the golden phoenix, high atop the majestic 
Tower of the Sun, begins to gleam in the early 
morning light on Saturday, Feb. 18, jewelers will be 
present to watch the symbolic opening of the Golden 
Gate International Exposition on San Francisco’s Trea- 
sure Island, with a huge key of California gems and 
native gold, which they have provided for the occasion. 
Besides the major role it will play in the opening 
ceremonies the jewelry trade will be the first of many 
industrial, religious and secular groups to hold a con- 
vention in SanFranciseo, in order to enjoy, along with 
their more serious business matters, the pleasures prom- 
ised by this magical Treasure Island. 

The second, of what is expected to be a continuous 
series of mid-year conventions of the American National 
Retail Jewelers Association, which will convene at 2 
p. m., Monday, Feb. 20, in the Palace hotel, San Fran- 
cisco, is expected to be one of the most successful con- 
ventions, in many aspects, in the association’s 33 years. 

Participating with the American National Retail 
Jewelers Association in this affair will be the California 
R.J.A., the Horological Institute of America, the Horo- 
logical Association of California and the Southern 
Pacific Railroad Watch Inspectors Association. The 
horological groups will hold joint sessions each day of 
the convention week. 

Throughout the Golden Gate Exposition the chord 
of Pacific romance is repeatedly struck. The San Fran- 
cisco World’s Fair was originally intended to be merely 
a celebration of the completion of the two greatest 


Jewelers to Ope 


Golden Gate Fair 
And Meet 5 Day 


bridges in the world—the Transbay bridge and the 


Golden Gate bridge. It soon became apparent that it 
was bound to be far bigger than any mere local fiesta. 

It came to stand for something more definite even if 
intangible—the idea of romance and glamour, and per- 
haps the idea of escape. Everyone in his inner heart is 
looking for a dream city, a never-neverland, a Shangri- 
I.a, which is suggested by the fair’s architectural theme. 

Unlike most of the recent world fairs which have been 
industrial fairs—streamlined, geometrical, functional— 
this one is pervaded by an air of romance of the far 
flung lands bathed by the Pacific. 

This will be the first occasion when the West Coast 
has played host to ANRJA, and the Pacific jewelers 
are extending themselves to provide a pleasant time. 
They promise the proverbial Sunny California weather. 

The local committee on arrangements has even gone 
so far as to offer a money-back guarantee which reads 
to the effect that the committee will refund his entire 
convention expenses to anyone who feels his attendance 
at the convention has not been worthwhile after he has 
put into operation the things he has learned there. 
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100 TE8 AE GEE UE ETT gh 


Four allied trade associations 
will join with ANRJA in its second 
annual mid-winter session, the 
week of Feb. 20, at the Palace 
Hotel, in San Francisco. By care- 
ful arrangement of the valuable 
programs it will be possible for 
the conventioneers to enjoy them- 










“We expect to bring a convention program to San 
I'rancisco that will excell even the one of the last na- 
tional convention in New York,” says ANRJA President 
Myron Everts, who with National Secretary Charles T. 
Evans has been working closely with Arthur H. Dib- 
bern, of Glendale, Cal., executive secretary of the Cali- 
fornia R.J.A., who heads the local committee on arrange- 
ments. 

“Of particular interest to jewelers is the news that the 
California convention committee will sponsor a gorgeous 
Time and Jewel Pageant at a theater on Treasure Island 
seating 3200 people. This lavish display will be open 
to the general public and will be given six times during 
convention week—on three afternoons and three eve- 
nings. I know we shall all be inspired and benefited,” 
says President Everts. 

The appeal of California, the fascination of the 
Golden Gate Exposition and the fellowship of the con- 
vention, will certainly bring hundreds of jewelers and 
their families to San Francisco at this time, and will be 
in the nature of a vacation for many. 

To encourage a large attendance, the national associa- 
tion has arranged for reduced railroad rates. While it 
is expected that most of the attendance will come from 
California, Oregon, Washington, Idaho, Montana, Wy- 
oming, Utah, Colorado, Nevada, New Mexico and Ari- 
zona, the Transportation Committee, of which I. J. C. 
Holland, of San Angelo, Tex., is chairman, believes that 
many throughout the United States have been promising 
themselves a visit to California, and that with the com- 
bination of advantages, they will want to make the trip 
now. 

In order to facilitate the organization of parties from 
the principal cities the committee has compiled a sche- 
dule of rates. This information may be had from Mr. 
Holland, Secretary Evans, or from any member of the 
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selves on Treasure Island in the 
afternoon as well as the evening 
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committee which includes Henry 'T. Mortensen, Chicago; 
Henry W. von Unruh, Cincinnati; William G. Drosten, 
St. Louis, Mo.; Fred Sands, Kansas City, Mo.; Tinley 
L. Combs, Omaha, Neb.; Harold G. Kohen, Minne- 
apolis, Minn.; Cyrus D. Allen, Denver, Col.; C. L. Pear- 
sall, Salt Lake City, Utah; President Everts, Lawrence 
Holzman, Atlanta, Ga. and Boyd Evans, New York City. 


The complete program is as follows: 


MONDAY, FEB. 20 
Registration. 
12:30 P. M.—Luncheon. Gold Ballroom. 


2:00—General meeting. Call to order by Carl F. Schultz, Los 
Angeles, president, California R.J.A. Introduction of 


(Please turn to page 53) 


THE TOWER OF THE SUN 









































































CURTIS JEWELRY CO., DECATUR MARCUS & CO., NEW YORK 





yt 





there’s prestige and profit in using the wealth of 
free material offered by quality magazines 
by Frederika Fox, director, Vogue Merchandising service 


AY dirt is right on the surface for jewelers to pick up. It’s all made easy 

for them by magazines and manufacturers. By magazines in their editorial 
pages and the extra information and services they give to merchants, and by 
manufacturers who advertise and merchandise the products jewelers sell. Adver- 
tising and displays have come of age. They are exciting and stimulating, they do 
a bigger selling job. They make a new appeal to women, an esthetic appeal, a 
fashion appeal. There are still séme jewelers who have not entirely adapted 
themselves, who do not take full advantage of that powerful ally, fashion. 

The women of America have often outstripped their local stores in fashion 
knowledge and demands for new, smart merchandise. They read fashion maga- 
zines constantly and when they are ready to buy they demand the newest, the 
smartest merchandise that they have seen in the editorial and advertising pages 
of these favorite magazines. But does the jeweler read and study those maga- 
zines so that he is prepared for the demands of his customers? Executives of 
department and specialty stores do, and moreover they pass that information 
along to their salespeople at once. It is a profitable method of storekeeping that 
jewelers could well emulate more fully. 

Here is the way it can be done: 

1. Read the top fashion magazines, not just now and then, but every issue. 

2. Analyze the fashion information to see the general trend as well as the 
specific styles that will influence your business. Several of these magazines pub- 
lish advance editions for retailers, which are sent ahead of the newsstand publica- 
tion date. These are the regular issues with an extra trade section giving market 
news, advance fashion information, promotion suggestions and selling quotations 
from the editorial features which retailers can make up on their own cards, in 
addition to the ready-made “J’ogue Says” cards. 

Each month House and Garden presents the “Table of the Month,” a complete 
table setting in color. These tables serve a double purpose: they illustrate new 
trends in dining ensembles, and they are also specifically planned to be easily 
reproduced in jewelers’ windows. (See lower left photograph.) Out of the 12 
tables, 10 use sterling flatware, two plated, all nationally available. China and 
crystal are also chosen from top national lines, such merchandise as would be 
carried in stock by leading jewelers. The advance trade section points out the 
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style notes in this table, with instructions as to how to set it, and display cards 
that accent a display of the table, are supplied. The bride’s issues, published in 
May and October, always include special sections on sterling silver approached 
from the bride’s viewpoint. And at various times throughout the year special 
articles feature new trends in table setvings for many occasions. These pages, 
mounted on full size cards, are always available free for use in displays around 
them. 

Here are a few continuing or new fashions from J/’ogue. Big, massive, indi- 
vidual jewelry. Gold will continue in jewelry and-watches. Pearls are being 
worn again. The Hindu jewels worn by smart Parisiennes gave this impetus. 
Short sleeves are continuing for the seventh year, but long sleeves in active and 
spectator sports clothes and evening costumes are high style and presage a change. 
Start talking about and selling bracelets to wear over long sleeves. Necklines are 
still varied, from very decollete to high and severe for evening. Both types 
require either a necklace or important clips or pins. Color is more widely and 
more interestingly used than it has been for years, which means a continuance of 
color in jewels, often all semi-precious or in combination with precious. 

This has been a difficult style for some jewelers to accept because it was against 
their orthodox belief that jewelry was bought principally for its intrinsic value. 
Yet a prominent Fifth Avenue jeweler about a year ago started making individual, 
high style jewelry with semi-precious stones and has found it highly successful. 
You cannot meet competition on staples alone. You've got to dress up your stock 
and sweeten it with style merchandise. You should know what the styles are 
hefore you buy and when you sell. That is where the fashion magazines can 
help you. 

3. Find out about the extra help these magazines will give you. Most of them 
supply such things as the “J’ogue Says” cards. These are editorial quotations 
chosen for their authoritative statements of style or usage. They carry weight 
with your customers. Then, there are the “As Seen in Vogue” cards. (Other 
magazines have them, too.) These are one-half page to double-page advertise- 
ments mounted on heavy cardboard for counter or window. Used with displays 
of the lines they feature, they are highly effective in helping you to get the full 
benefit of the national advertising. 

Finally, individual assistance is given by personal correspondence on such 


things as: mT . Pare ' ’ 
Fashion and etiquette information and advice. 


5 

2. Merchandising advice: How to tie up new 
fashions with your local advertising, your displays, 
your selling. 

3. How to plan window displays using timely 
covers, editorial features, and advertisements so 
that you can profit by the prestige and influence 
of these authorities on fashion. 


Remember, fashion makes two sales where necessity makes one. 





SHREVE, CRUMP & LOW CO., BOSTON 
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Buy This Way for More Profit 


HAT I am about to place before you is certain 

basic principles of selecting merchandise for your 
store that are equally applicable whether they are used 
in the jewelry industry, or in hardware. 

One of the most important problems in business is the 
personal relationship of the buyer and seller. If, as a 
jeweler, you never met the salesman who seeks to sell his 
wares—if you were never exposed to high-powered sell- 
ing, then—as buyers—you would be in a better position 
to be guided solely by sound principles. Too often we are 
sold by the man who “gets there first,” sold by the man 
who sells hardest. Thus, without applying sound prin- 
ciples to the buying of merchandise, our capital is soon 
consumed, and we are no longer free to exercise judg- 
ment in our buying. 

Naturally, individual ingenuity, acumen, ability play 
their part in making these principles productive for any 
given merchant. However, you can be sure of this—they 
are so fundamentally right that any store will be more 
successful with them than without them. 

Now let’s look at Chart A. In the upper row we find 
the principles of buying that lead to a growing business. 
In the lower, the principles that lead to contraction. 

Let us analyze, specifically, these principles that 
should guide you in the selection of your merchandise. 

The first is quality. Observe Chart 1 entitled “Judg- 
ing Quality.” The points are self-explanatory. We 
should like to emphasize, however, that the real test of 
quality is the benefit Mrs. Jones gets from the goods she 
buys from you. What counts is the price she pays in 
relation to the service she gets, not the price you pay 
for the goods you buy. 

The next principle in selecting merchandise is styling. 
What is the basic rule in style? That the merchandise 
must meet the trend of the times! An outstanding ex- 
ample in your own business is the wrist-watch in rela- 
tion to the pocket-watch. One is in tempo. The other is 
not. It’s like the relation between the cigar and the 
cigarette. 

Please note point three on this chart. It is a very im- 
portant one—distinguishing between the advantages of 
a trend and the dangers of a fad. Take the jig-saw puz- 
zle. There was a fad on which large profits were made. 
But a good many manufacturers as well as retailers lost 
fortunes on the jig-saw puzzles, because the fad soon 
faded and large inventories more than ate up the profits 
that were made when sales were active. 

The lapel watch is, in our mind, another example of a 
fad—and when it dies, the dealer who has a large inven- 
tory will find himself the loser. One should not draw 
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by MILTON H. BIOW, 


President, The Biow Co., Inc., New York 


Which lines shall | sell? Which will give me the 
best profit per sale? Which will help me build a 
permanent, profitable business? Milton H. Biow, 
a merchandising expert, sets forth six tested prin. 
ciples of purchasing in answer to these questions. 


the conclusion, from these remarks, that a good merchant 
never carries “fad” merchandise. Of course, “fad” mer- 
chandise should be carried, but on a very thin inventory 
basis—so that the loss is kept down to a minimum should 
the fad suddenly end. 

The third point is mark-up. Chart 3, entitled “Mark- 
up Must Have Its Relation to Turnover,” shows the four 
important considerations in this group. Let us enlarge a 
bit on two and four. 

Point two is turnover. Mark-up must have its rela- 
tion to turnover, since we make money on invested capi- 
tal. A product with a large mark-up that doesn’t move 
quickly has a mark-up only on the price ticket, and not 
in the cash register. Slow-moving merchandise—no mat- 
ter how advantageously you might have marked it up— 
eventually marks itself down. First, because the jeweler 
must sell it at a loss in order to get rid of it, and second, 
because it is eating up capital and rent and overhead 
while it remains on the shelves. 

Now point four, “Is mark-up at expense of consumer 
value?” Since many manufacturers establish the retail 
price on their product by putting a price-tag on the mer- 
chandise, it is simple to mislead the dealer and the con- 
sumer. A salesman might walk into your store, tell you 
the retail price of his product, and the wholesale price. 
The margin between, which constitutes your mark-up, 
might be very alluring—but the important point is how 
does the final retail price compare with like quality mer- 
chandise’on the market? If the mark-up is at the expense 
of consumer value; it will react to your disadvantage. 
Avoid this manufacturer’s trick that always loses, rather 
than builds trade for both manufacturer and retailer. 

Chart 4, entitled “Evaluating the Worth of Adver- 
tising,” deals with the value to you of the advertising 
which is done by the manufacturer. Correct advertising 
is a powerful factor in safeguarding your invested capi- 
tal, in the speeding up of turnover, speeding up profits, 
and in consequent freedom of action in buying more and 
newer merchandise for the next turnover. 

(Please turn to page 57) 
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CHART A 
Right Merchandise Leads to SALES and PROFITS et 





‘1. Security of In- 2. Liquidity of As- 3. Rapid Turnover 4. Expansion as re- 
vested Capital sets S 2 : sult of Growing 
Making it possible Business 
Making possible to keep stock up-to- ; 
buying of newest  the-minute. 
merchandise. No in- 
crease in capital in- 
vestment. 





Wrong Merchandise Leads to STAGNATION and FAILURE mp 





1. Shrinkage in In- 2. Frozen Assets 3. Rigidity 4. Contraction 


vested Capital Inability to buy re- Making it impossible 


quired merchandise to take advantage of 
without increase in changing trends. 
capital investment. 





CHART | Il. Tabulate all advertising budgets for com- 


‘ ° petitive items. 
Judging Quality a) For past year. 


b) For coming years. 





Fs t do consumers say about itP ‘ 
I. Wha y III. Study carefully all media selected. 


Il. How 3 (or will) the products stand up a) Does it best suit my needs at home? 

n use ad 

’ ; IV. Is advertising seasonal—or year-round? 
III. How does it compare with competitive a) Does it peak at given seasons? 

products selling at same retail price? b) Does it help me off season? 


V. What are the advertising claims the 
manufacturer makes? 
CHART 2 a) Will they stand up? 


Selecting for Style b) Will they react to my benefit? 
VI. Unswerving policy .. . 





I. What is its basic appeal to smartness .. . a) Are today's claims tomorrow's performance? 
newness . . . modernity? VII. What is the financial strength of the 
manufacturer P 


Il. Does product meet practical style require- 
ments P a) Can he make good his promises? 


III. Always be sure to distinguish between the 
advantage of a trend and the danger of CHART 5 


a fad. Obtain Protection of 
Price Maintenance 














CHART 3 
Mark-Up Must Have Its I. Security of inventory. 
Relation to Turnover II. Protection against mark-downs and losses. 
III. Protection against season-end clearances. 
I. Percentage. IV. No dumping of merchandise at seasons- 


II. Turnover. end, thus depreciating retailers’ inventory 


Ill. Price stability. worth—capital investment. 


IV. Is mark-up at expense of consumer value? CHART 6 
Manufacturers’ Ethics 
Are Important to You 





CHART 4 
Evaluating the Worth 
of Advertising 








I. Past trade practices. 
II. Protection against changing of policy after 





I. Study carefully company’s past adver- promising a certain line of action for which 
tising performances. commitments are made. 
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ELLING watches has always been a peculiar job, 

but we’ve tried to make it easier for ourselves by 
inspiring confidence in our customers and prospective 
customers. It began way back in 1907, when I opened 
my first “Biggest Little Store,” across the street from 
our present location. 

Our advertising continually carried slogans that 
brought immediate response from the good people of 
Detroit. Such slogans as “More For Your Dollar, or 
Your Dollar Back,” ““No Room In My Little Store For 
Big Price Tags,” and ““My Mother-in-law Trades Here,” 
along with ads featuring nationally advertised specials 
or specially-priced merchandise, really clicked for me! 
Soon, my little store, with just enough room for three 
show-cases, was entirely too small to accommodate the 
crowds that were trying to get in. 


on 
heen 


miller 1 
MONTHLY 







ae bey & 
n or RICES 
ay Avatars AT cASH P 
P 





at such length, but I had to start off somehow and that 
way was easiest. Speaking of “easy,” I’ve found it's 
easiest to sell the makes that are nationally advertised. 
Any watch, priced over $15, that hasn’t the force of ad- 
vertising behind it, meets with plenty of the well-known 
sales resistance. Therefore, we feature only the better 
known makes in our ads, with rare exceptions, when 


In 1912, we moved across the street to our present we show some watch, with many talking points, at an 
location, which is three blocks from Woodward Ave., unusually low price. Even then we find that while it 
the heart of Detroit’s shopping district. We are still may bring in many customers, most of them eventually 
using the same advertising policy, pepped up to keep up end up by asking to see a nationally advertised make. 
with the times, of course, and I believe we’ve educated But right here, it occurs to me that maybe I’ve put the 
the people of Detroit to watch for “Miller Specials.” cart before the horse. I’ve started with the customers 

I’m somewhat out of breath from talking about myself already in my store, and that seems to be entirely wrong. 
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Selling a watch to a prospective customer, already in 


your store, is “pie” compared to selling a watch to Mr. 
Jones, who’s sitting beside his radio, at home, reading 
his newspaper and not even thinking about a watch— 
at the moment! 

Now, then, let’s see how we work on Mr. Average- 
Customer Jones—he’s. sitting at his radio and suddenly 
hears an announcement, featuring, for example, the new 
“Dolly Madison” 21-jewel ladies’ watch. 
but doesn’t strike very deeply because he’s not in a 
watch-buying mood. Some time later, that same night, 
he hears a follow-up message on the radio, sponsored 
by my store. This one again firmly impresses the 
“Dolly Madison” on Mr. Jones’ mind—but he’s still not 
buying. 

He looks over his newspaper and finds a “Square 
Deal” Miller ad, featuring the same watch. He begins 
to think that it might make a swell gift for Mary (Mrs. 
Jones), but a few minutes later, a comedian comes on 
and he forgets all about the gift for Mary. 


It registers, 


The next morning, however, he finds a follow-up post- 
card from me, featuring the watch that was plugged on 
the radio the night before. This reminds him of his 
thought of the night before about giving one to Mary. 
He resolves he’ll drop over to “Square Deal” Miller’s 
and take a look at this new watch. 

That night, Mr. Jones passes my store, on his way 
home from work, and sees the handsome, eye-catching 
display we’ve built around the special “Dolly Madison” 
feature display. 
Jones inside my store. From here on, it’s easy sailing. 


The watch clicks and I’ve got Mr. 


Alertness to opportunities to tie in with other forms 
of national advertising also pays dividends to the wide- 
awake jeweler. Take the big space, full-color or black 
and white advertising bought by many of the watch 
companies in Saturday Evening Post, Collier’s, Esquire, 
Life, Time and other favorite publications. The jeweler 
can show, in his windows, the same watches that are 
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Local broadcasts tied-in with national 
programs, newspaper advertising, direct 
mail and window displays, all coordinated, 
persuade Mr. Average Customer to buy a 
watch at "Square Deal" Miller's, Detroit 


featured in the magazines; he can write a letter inviting 
his customers to see his special display of “Blank 
watches, all this week, as advertised on page blank of 
this week’s Post.” 

We have found the use of radio essential in our adver- 
tising and we talk watches constantly, along with dia- 
mond and optical specials, conveying the message to 


the public at all times, that our watch dept. “has 
every make and model at the price they ought to pay.” 


Radio has proved itself by the results we have obtained. 

In our newspaper ads, as on the radio, we feature the 
nationally advertised lines and again plug the fact that 
we have every conceivable make and type of watch that 
is manufactured, at “Square Deal Prices.” We never 
fail to have one of our regular slogans somewhere in 
every ad or radio announcement. 

Feature follow-up cards are important for all your 
big sales. They are inexpensive and they’re sure-fire 
sales developers! A customer, on your mailing list, may 
have heard a radio announcement and seen your ad in 


WINDOW DISPLAY 


the newspaper, but the card—which lends a personal 
appealing touch—may be just the extra touch that lands 
the sale. In any event, it never hurts to utilize the 
values of this simple and inexpensive sales-builder. 
Many manufacturers will furnish such cards, already 
imprinted, for merely the government cost—one cent 
apiece—and worth lots more to you! Or at least to me! 

Window displays are extremely important. We find 

(Please turn to page 60) 








Some Say Yes; Some Say No 


Each manufacturer’s own merchandising problems 


determine his attitude toward fair trade contracts 


AIR TRADE laws in 43 states permit manufac- 

turers of trade-marked articles to establish a price 
at which the commodity is to be resold in the store. 
These laws have received a great deal of support from 
both wholesale and retail jewelers but manufacturers 
have turned out to be less enthusiastic. Why? The 
answer to this question is furnished by the results of a 
canvass which this journal has made among producers 
of jewelry store merchandise. 

The reasons why many manufacturers hesitate to 
place their advertised lines under the roof of formal 
price protection are manifold. Manufacturers of jewel- 
ry point to the fact that their lines are not uniformly 
fit for the device because many pieces have to be mounted 
in the store. Makers of some advertised lines explain 
their failure to adopt price maintenance because of the 
high expenses involved in the procedure. It is also em- 
phasized that manufacturers who used constructive price 
protection policies before Fair Trade became an issue 
did not have any trouble with the majority of dealers 
and they feel that there is no reason to cement their 
policies with the rigorous and costly procedure of en- 
forced price control. 

A notable reason why some manufacturers have nego- 
tiated no contracts at all, or contracts only in certain 
states, is because their merchandise has not been subject 
to price-cutting. For instance, one clock manufacturer 
said: 


or 


‘here are many reasons why we have not gone ahead, 
and probably the most important one is that we did not 
have any widespread trouble through dealers cutting 
prices.” 

The McGraw Electric Co., Elgin, Ill., manufacturers 
of Toastmaster products, is satisfied with the operation 
of its contracts in 12 states and explained: _ 

“We have executed contracts only in those states 
where we have had difficulty.” 

Many replies to questions which were put before man- 
ufacturers suggest that price maintenance is not a cure- 
all. It appears to fit well the manufacturer who dis- 
tributes a brand of high quality and accepted trade value. 
But it seems less feasible for producers of less advertised 
Dominant manufacturers are generally in a 
better position to avail themselves of the legal protec- 
tion under Fair Trade than smaller plants with limited 
financial resources. 

It was definitely found that price maintenance has 
appeared in all manufactured jewelry lines. Watches, 
plated ware, sterling silver, jewelry, cameras, electrical 
appliances, shavers and fountain pens are sold under 
the device. But in most of these lines the number of 
manufacturers who have seriously enforced the price 
These manufacturers re- 
port that their experience has been satisfactory. 


articles. 


maintenance scheme is small. 
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Part Ill of a Fair Trade survey by Dr. Rein- 
hold Wolff. Part | covering retailers’ atti- 
tude appeared in October, and part Il can- 
vassing wholesalers was printed last month. 


Most of the retail jewelers are willing to sign formal 
retail price contracts and opposition is voiged mainly 
by department stores who, however, are careful to avoid 
violation of the established price. The main offenders 
are to be found—according to opinions expressed by 
manufacturers—in the ranks of small retailers who do 
resort to price cutting as a method of attracting business. 

Also, a large number of retail outlets want price lead- 
ers. Most probably their existence is responsible for 
the marketing dilemma of the manufacturer, although 
this has not been clearly established in the answers, Pro- 
ducers of all types of merchandise are confronted with 
the alternative of either withholding brands from price 
cutters and thus losing some business or abandoning 
price maintenance as a policy. 

“The existence of our Fair Trade contracts has bene- 
fited non-protected lines, especially in those outlets 
where low price leaders are used to attract business,” 
it has been found by a large corporation manufacturing 
cameras. “Retailers have almost unanimously approved 
our ¢ontracts, except those who have built up their busi- 
nesses by using leaders.” 

This is the dilemma that has caused many manufac- 
turers to pay lip service to the price maintenance prin- 
ciple without going ahead and enforcing it against all 
violators. But lately this policy has turned out to be 
: boomerang. Once the resale price principle is adopted, 
it must be rigidly enforced, or the retailers who have 
signed up have just cause for complaining. 

Legal difficulties have contributed to complicate the 
situation. The Fair Trade laws in the 43 states which 
have enacted them are not uniform. The legal aspects 
of enforcing price maintenance contracts are expensive 
and troublesome because it requires test cases in almost: 
every state in order to obtain a solid basis for enforce- 
ment. 

Here, for instance, is the view of the Hamilton Watch 
Co., favorably known for its modified zone distribution 
system and a pioneer in Fair Trade contracts, with con- 
tracts now in 27 states: 

“We are satisfied with the results we have gotten from 
the use of our Fair Trade contracts, but there is much to 
be desired in the practical method of operation. Forty- 
three individual state laws, many of them different, and 
forty-three individual state judicial systems do not work 


for efficient administration of legislation of this kind. 
(Please turn to page 77) 
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Are Heavy 
Watch Chains 


Coming Back? 





19TH CENTURY WATCH CHAINS—R. F. SIMMONS CO. 


N Friday, Jan. 16, 2,000,000 persons picked up their 

photographic copies of contemporary history and 
stared at the news of the week. Life magazine, whose 
camera eye watches the trend of the times, featured on 
its striking cover a definite change in style. Sponsored 
by no less an authority than Lucius Beebe, New York’s 
foremost pace-maker for men’s fashions, the well dressed 
man will borrow his color from the end of the nineteenth 
century and will include in his wardrobe such finishing 
touches as pearl gray toppers, light plaid vests, and 
very heavy watch chains. 

Jewelers wondered. Scattered orders for old fashioned 
chains began to pop up, with prices running high. Pawn 
shops started digging out dust crusted boxes with hopes 
of striking gold. Back in the manufacturing plants, 
veteran craftsmen speculated hopefully over the possi- 
bility of the grand old chains coming back. Would men 
ever wear again the robust chains that drank the life of 
Delmonico’s; the chains like Diamond Jim Brady’s; the 
chains that knew Lillian Russell, that heard Jenny Lind, 
that watched Jack Sullivan and Jake Kilrain hammer 
out their little difficulties? Life said, “maybe.’’ Hopes 
are high. 

What started the movement? No one seems to know. 
Perhaps it’s the returning glamour of the railroads. New 
deluxe trains and lower fares, combined with the con- 
stant urge to travel, have brought thousands back to the 
iron horse. No doubt they’re getting the feel of the rail 
back in their restless bones. Railroad men have always 
been important buyers of heavy serviceable chains. They 
influenced the style of the eighties and nineties. Maybe 
they’re doing it now. It is interesting to note that Mr. 
Beebe, the style forecaster, is also an outstanding 
authority on railroad history and wears with his mam- 
moth chain a heavy railroad watch. 

Another theory is that men’s fashions sometimes follow 
women’s fashions closer than we think. History checks 
closely with this belief. Back in the early days of the 
heavy chains women’s hair was up. Both have returned. 
Moreover, as the chains of 1890 have influenced the 
present jewelry trend, so have the flouncy shoulders and 
fitted waists of the gayer nineties in women’s wear. 
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Perhaps the significance of this return to the big 
heavy chain is more far-reaching. Could it be the be- 
ginning of a new era? After all, history repeats itself. 
In 1870, when heavy watch chains were first coming 
into vogue, this country was becoming a new nation. 

The amazing part of the progress of those times was 
that it grew from absolute chaos. The civil war had 
just ended. Labor problems were acute. Barriers were 
strong. Yet men at that time were rugged individuals, 
inventors, pioneers. Railroads were spreading west. 
Thomas Edison was fooling around with electricity. The 
Brooklyn bridge went up. New York’s Sixth Avenue 
Elevated was a frightening success. Bell gave us the 
telephone. New Bessemer converters in Pittsburgh mills 
reduced the cost of steel rails from $168 to $31 a ton. 

Does the return of the heavy chain mean that we are 
about to see another age of major accomplishment? Are 
men rolling up their sleeves with.a grim determination 
to break the spell that has so long doped the spirit of 
industry? They’re tearing down the Sixth Avenue El- 
vated, you know. Is it a new pioneering spirit, reflected 
by a turn to bold heavy jewelry that we are experienc- 
ing? If so, what will it bring? 

Are we going to see it again? If so, and the popu- 
larity of watch chains reach the towering levels of those 
days, what effect will it have on watch sales? Will there 
be a swing to pocket watches? Will “a watch like dad’s” 
again be the first experience of real manly pride? 

If and when the full swing to heavy chains returns, 
authentic patterns worn 50 or 60 years ago, should prove 
to be popular sellers. There will be plenty of variety. 
Chains will range from a heavy close Boston to a wide 
open link. College boys will hang their gold footballs 
from a Dickens type of chain. Others, more conserva- 
tive, will have their massive chains in the simple walde- 
mar style. 

Those companies that made watch chains during the 
early times undoubtedly still have the patterns and can 
produce the real old-timers for immediate sale. So 
jewelers, keep your ears to the ground. Listen for a 
heavy step. The next time a man enters your store, 
get out your heavy chains. Heavy chains are back. 





MB 


Mr. P. M. Fahrendorf, Executive Vice-President, 
JEWELERS’ CircuLar-KeEysTonE, 
239 West 39th St., 
New York, N. Y. 





——. 


B. J.D. 





January 20, 1939 


Dear Pete: 

After all, Pete, there are just so many things that can be done at one time, and 
I have now come to the conclusion that I want to concentrate my time and energies 
in service to the jewelry trade through the Bartley J. Doyle, Inc., advertising agency, 
together with “Masterpieces,” “Precious Things” and “Quality Leaders,” consumer 
booklets which are distributed by and through local jewelers. 


Twenty-six years’ experience in the jewelry business has given me a broad and 
thorough knowledge of the problems of the manufacturer selling direct to the retailer 
as well as those who distribute through the wholesalers; and also an understanding 
and knowledge of the problems of the wholesaler and retailer as well. 


This knowledge and experience I want to put to direct, first-hand use through 
the medium of the Bartley J. Doyle, Inc., advertising agency, and the consumer 


booklets. 


With a most complete library having to do with the jewelry and allied industries, 
together with complete reference files touching on almost every problem that might 
confront a manufacturer, wholesaler and retailer, it is my belief that we can serve 
the trade effectively. 

Problems of distribution, sales expense, territory surveys, classification of outlets, 
in fact the solution of distribution in all its phases together with the stimulation of 


retail sales—will comprise a goodly portion of our efforts. 


Let me assure you that my relations with you personally over the past years have 
been most pleasant, and I want to assure you of my heartiest cooperation at all 
times and in every possible way. 

You have a big job ahead. Be fearless in your editorial approach to every problem 
that concerns the jewelry industry—and there are many. Be confident of the fact 
at all times that in attacking problems you will incur the displeasure and enmity of 
a few individuals, but be secure in the knowledge that every right-minded, fair-think- 
ing jeweler—be he retailer, wholesaler or manufacturer—will commend you for the 
efforts you may put forth to eliminate the abuses and rackets within the trade. 


Cordially, 


AeA Koby, 


Vice-President. 
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WE CANT MAKE MONEY 
NF WE SELL CHEAP TUR 





“WE’VE been in business here since 1837. 
We must know a little about the jewelry 
industry,” said a successful jeweler on 
famed Maiden Lane. 


“There’s one big point this company 
has kept in mind for the past century: Se// 
quality only! 

“Our overhead is quite high. Rent is a 
big item here. Electricity and other necessi- 
ties also take regular money and our men 
have to be paid a decent living wage. 


“We're consistent advertisers, too. Of 
course, our particular problem demands 


Wadsworth 


that most of our advertising budget go 
into direct-mail and that runs into a lot of 
money each year because we try to do a 
worthwhile job. 


“In other words, we have to make a 
good percentage if we want to break even 
—and naturally we hope to do a little 
better than that. 


“100 long years ago we found the an- 
swer to our problem. Quality merchandise 
gives us a decent profit, makes lasting 
friends of our customers, and insures our 
success during good times and bad.” 





The Wadsworth Watch Case Company, Incorporated, Dayton, Kentucky. 
Offices: New York, 630 Fifth Avenue; San Francisco, 140 Geary Street; 
Chicago, 35 East Wacker Drive. 
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AST month on this page we had a few things to say 
about the vicious practice of many club, school, 
church and other local associations in coercing retail 
merchants into taking advertising space in their pro- 
grams, under threat of losing the patronage of their 
members. 

Every merchant, we believe, will heartily agree that 
such “advertising” is nothing more or less than a legal- 
ized form of blackmailing that should be completely and 
forever stamped out of existence. 

But are retailers’ own hands entirely clean in this 
regard? Might it not be a good idea, while we are cast- 
ing the mote out of our neighbor’s eye, to make sure 
that we haven’t a beam in our own? 

On our desk, as we write this, is an imposing array 
of programs of conventions and meetings of retail jewel- 
ers’ associations all of which carry a pretty sizable 
volume of advertising from jewelry manufacturers and 
wholesalers—much of it of the “Compliments of” vari- 
ety, which means nothing more or less than a contribu- 
tion by the advertiser. 

Association activities should be encouraged and must 
be maintained—but is the advertising program the most 
practical way of raising revenue? How many programs 
make a worth while profit for the association? Is it not 
as a rule primarily profit for the printer and a sizable 
commission to the solicitor who has conducted the cam- 
paign? The many complaints registered by manufac- 
turers and wholesalers regarding the very high pressure 
methods used during the past few months by a state 
jewelry association indicate a very definite feeling of 
resentment on their part. 

In this particular case, manufacturers and wholesal- 
ers were not even solicited but instead received a letter 
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stating that the committee had estimated the amount 
they felt said company should contribute and a bill for 
this amount was attached to the letter. The billings ran 
from a minimum of $25 for a “congratulatory line” 
up to as much as $400 for a page. Every manufacturer 
and wholesaler considered that method blackjacking to 
the nth degree. 

Let us again repeat that association activities must be 
encouraged and maintained. In view of the fact that 
programs do not make a profit other than for the printer, 
is there not some other way in which revenue can be 
raised in a legitimate way? Associate memberships per- 
haps at a reasonable amount—enough to cover the cost 
of maintaining the association activity, every cent of 
which derived in that way would apply directly to the 
work with nothing wasted. While commenting upon these 
activities, compliments are in order to the NACJ which 
for years has held its convention, sold booth space to the 
manufacturer and made no effort to get the same manu- 
facturers to make further contributions by taking space 
in a program, contributing merchandise, etc. 

It is unfortunate that manufacturers and wholesalers 
fear to express their innermost thoughts to the retail- 
ers because of the fact that the latter are their customers, 
but rumblings on the outside indicate clearly how they 
feel. We are convinced beyond a doubt that manufac- 
turers and wholesalers are willing to cooperate with re- 
tailers and back up all association activities that are 
necessary, but they want to feel assured that every dol- 
lar so contributed goes into direct work and that a big 
slice of it is not taken out first for printer or someone 
else. In the final analysis, every dollar that the manu- 
facturer spends or contributes is added to the cost of 
the merchandise. 
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A customer may ask fora 


ONSON ‘STANDARD’ 


this afternoon 
What if you haven't got it? 





*Or any of RONSON’s popular models. , 
mM," 


You can say of course “My 
stock is low after Christmas.” 
Will that satisfy him? What do 
you think? He'll probably go 
across the street and buy it. You 
would. 

A low RONSON inventory is 
certainly an asset the last week 
fo} a DY-Yot=y eet ol=) ee Ltt ake MB u-Ted MB blo doy tita ame te tubele mm le(-Moltel-) ames 
weeks. Records prove that RONSON’s an every week 
money-maker if you'll display the line and get be- 
hind it. 

National advertising alone can’t drag a customer 
into your store by the arm. You've got to help. After 
all, no cow ever backed herself.up to be milked. 

The Nation’s business burometer indicates really 
big business for 1939. In fact, the upturn of consumer 
buying has already started in certain sections. This is 
a sunny outlook for all of us. But why delay? “Wait 
till they come in” is an exploded and lazy theory. 
There’s profitable RONSON business to be done right 
now if you've got the goods and will display them. 
Birthdays, weddings, anniversaries, etc. are not sea- 
sonal. They’re daily occurences and therefore daily 
sales opportunities for the smart RONSON retailer. 


RONSON Exhibit at the NEW 
YORK GIFT SHOW, Rooms 
400A 401A, HOTEL PENNSYL- 
VANIA, Feb. 20 to 24; 1939. 


See the RONSON Exhibit at the 
CHICAGO GIFT SHOW, Rooms 
676-677, PALMER House, Jan. 
30 to Feb. 10, 1939. 


~\ 
~“ 




















tf RONSON’s ep actes mete hacsatt-sbete 

‘ with its famous slogan “Be Mod- 
ern—Go Ronson” ismaking more 
and more people (both men and 
women) ‘lighter conscious.” The 
money-making merchant knows 
that and displays the line. He 
doesn't wait for that cow. 

So check your RONSON stock this morning or after 
lunch. Otherwise you may forget it. Then order enough 
to have what, in your opinion, will be a line which 
will permit plenty of choice. Understocking is just as 
JoXe (o Mo t- Moh a=) ao (ole (ebb ele Muemy doll Moroso Ml M-1-10E-To)eolcidebbele me Melt tse 
tomer wants if you haven't got it. So stock up your 
RONSON line with confidence and display it. It’s cer- 
tainly worth displaying. We'll help you sell it. 


Successful retailers have told us that carrying an adequate 


; supply of RONSON flints, wicks, Ronsonol and Touch-Tip wick 


units, conveniences RONSON owners, increases store traffic 
and helps make RONSON Lighter sales. 

See the complete RONSON Lines through your jobber or at these 
permanent display rooms. New York: 347 Fifth Avenue; Chicago: 
36 South State Street: Los Angeles: 728 South Flower Street. 
ART METAL WORKS, INC. Olfices and Factory: -Aronson Square, 


Newark, New Jersey. Canada: Dominion Art Metal Works, Ltd 


Toronto. England: Ronson Products Ltd., London, W. C. 2. 
RONSON Exhibit at the BOS FREE: If you've mislaid your 
TON GIFT SHOW, Room 526, Catalog, send for another. Also 
HOTEL STATLER, March 6 to send for information regarding 
10, 1939. f sales aid 
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by |. H. LAPIDUS 






Wide Diamond 
Bracelets Can 
Be Modestly Priced 


EW women who are jewelry conscious are not tempted to possess a diamond 

bracelet. How many a woman’s fondest dream is to replace some day her 
narrow diamond bracelet wristlet with one of the fashionable wide diamond brace- 
lets which are so exquisitely becoming to a fair lady’s wrist. 

However, because of their abundance of costly gems and their massive con- 
struction, it has been the general thing for wide diamond bracelets to be so great 
in expense as to be prohibited for all but the extremely wealthy. This fact has 
prevented many jewelry stores with a clientele of predominantly medium income 
from stocking wide diamond bracelets at all, and has limited the sale of such 
jewelry to the “Fifth Avenue” stores of the world. 

New developments in diamond bracelets promise to solve this dilemna, with 
wide gem-set bracelets now conceived at an unusually moderate cost. The above 
interpretations of this idea, adapted for THe Jeweiers CircuLar-KrysTone 
from the latest edition of L’Officiel de la Bijouterie et Accessoires, illustrate this 
novel, modern version of the highly fashionable “manchette” bracelet—which, 
while relatively inexpensive, matches in elegance and Parisian “chic” the ex- 
pensive, heavy diamond bracelets, the very price of which makes them unsalable 
to all except the very wealthy. 

Though these designs eliminate large costly gems, this does not diminish their 
importance; it helps make them accessable in price to the mass market. The 
modern, structural architecture of these models, together with their use and 
distribution of precious materials, is noteworthy. 
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Pearls 
lead 
the 

pring 
Fashion 
parade 
O 


smart 





l 
J CW e ry Five strand twists with 14K white gold clasp—Necklaces to retail $60 and up—Bracelets to retail | 


$45 and up. 


In practically every form of jewelry—Necklaces, Bracelets, Rings, 
Clips and Earrings—Pearls express Fashion’s latest note. They are 
bought by women who Know what is essential to correct feminine 
attire. 

Since 1894 the Mikimoto seal on a necklace or bracelet has been a 
safeguard—a guarantee to you and your customers of the high- 

est quality of Cultured Pearls—grown in the living oysters—by 
MIKIMOTO—the originator and inventor of Cultured Pearls. . 


If a visit to one of our offices is not con- 
venient, we invite your inquiry by mail. 


K. MIKIMOTO, Inc. 


630 Fifth Ave., New York 


55 E. Washington St. 209 Post St. 
Chicago San Francisco 
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Let’s Play Fair with the Publie 


— and with ourselves. This abridged ''Guide for Retail Advertising and Sell- 
ing’ by the National Association of Better Business Bureaus helps jewelers 


check their sales vocabulary, advertise with accuracy and sell with sincerity. 


|" Aadeneed merchant has his own general ideas as to 
what he should say in representing his merchandise 
to the public, both over the counter, and, more particu- 
larly, in his advertising. 

Almost invariably his code—and usually it’s too frag- 
mentary to be called a code—has been picked up in little 
bits throughout his business life, and very often his 
experience, over the years, has been costly. 

What to him may seem to be a fairly legitimate use of 
a certain phrase or term, may be highly objectionable to 
a competitor down the street, who, on his part, may be 
advertising in a way which the first merchant considers 
unethical. 

Each one has acquired the terms in his trade “lingo” 
through personal contacts; through association with some 
local mercantile group; through information picked up 
in his trade journal, or through mandatory regulations of 
city, state or federal agencies. In any event his educa- 
tion in his sales language has been a pretty hit-or-miss 
proposition. 

Until recently, with the publication of ““A Guide for 
Retail Advertising and Selling,” by the National Asso- 
ciation of Better Business Bureaus Inc., such a “Bible” 
to which all could turn, had not been available. 

Tue Jewevers’ Circutar-Keystone is so impressed 
with the value of this 88-page publication that it is, 
with the permission of the association, reproducing those 
parts of the work which would affect jewelry advertising 
and selling. 

The book itself, now in its second edition, is available 
at the cost of one dollar at any local B.B.B. office, or 
may be had by writing to the national office of the 
association at 405 Lexington Ave., New York. 

As stated in the introduction of the work, ‘‘this book 
is designed to help those who want to be helped.” 

It is a consolidation of the various standards and 
recommendations adopted by retail advertisers in cooper- 
ation with Better Business Bureaus, designed to improve 
relations between retailers and the public. The stand- 
ards are based on legal decisions, laws, rulings of the 
Federal Trade Commission, etc., and on investigations 
which determined each standard to be a reasonably at- 
tainable maximum of desirability. Experience has dem- 
onstrated that practical application of them produces 
valuable results in building public confidence in adver- 
tising. 

The book is not intended to give all illustrations, ex- 
amples or cases of questionable advertising, but rather 
to set forth the broad principles illustrated by examples 
and, in this way, to produce a conveniently useful guide. 
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The first several installments of the series to be repro- 
duced in this journal will deal with such general mat- 
ters as comparative prices, trade names, descriptions, 
statements, second-hand and rebuilt merchandise, bait 
advértising and the like, and succeeding issues will be 
more specifically on the subject of jewelry and asso- 
ciated merchandise sold by jewelers. These latter arti- 
cles will give specific information on quality stamping 
of precious metals, and on gems, and also a set of 
valuable terms used in the sale of watches. 

The first installment, which should be saved for future 
reference, follows: 


Comparative Prices 
PERMANENT MARK-DOWNS 


The terms “Former Price” or “Formerly” should be used to 
describe the last price in effect in the advertiser’s store imme- 
diately before the sale. 

The terms “Originally” and “Original Price” should be used 
to express the first price at which the merchandise was marked 
in the advertiser’s store during the current season. Compari- 
sons with earlier season prices, without qualification as such, 
are apt to be misleading and should be avoided. 


VALUE AND OTHER TERMS 

“Value” is determined by the current buying power of the 
dollar and should not be confused with any previous price 
quotations. 

When the term “Value” is used in advertising, usually pre- 
pared in advance of the sale, and without complete knowledge 
of the price for which similar merchandise will be offered by 
competitors on the date of sale, it is, at best, a prediction. The 
term has been so greatly abused that its elimination is recom- 
mended. This ruling would also apply to similar terms, e. g., 
“Worth.” 


COST—WHOLESALE PRICE (See also FTC 1453.) 

Unless otherwise specifically defined, the words “Cost” and 
“Price” in such phrases as “At Cost,” *Below Cost,” “At 
Wholesale Prices,” ‘Below Wholesale Cost,” etc., should mean 
that the merchandise so described is offered by the advertiser 
at his net cost, except where local regulation may require 
otherwise, or in the case of “At Wholesale Prices,” at the cur- 
rent wholesale price for the merchandise. If it is offered at 
former “Wholesale Prices,” this should be stated. Fxcept 
where permitted by local regulation no merchandising costs 
above net cost should be added to merchandise advertised at 
“Cost,” etc., without stating the meaning of the term as used 
in the advertisement. 


LIST PRICES 

A “List Price” which has no relation to retail price is either 
an intentionally fictitious price, or is used in the trade merely 
as a base price from which to figure discounts. 

List prices not truly representative of the regular or usual 
retail price, past and/or present, should not be used in retail 
advertising. Otherwise the advertising of “List Price” should 
follow the general standards and rules for comparative price 
advertising. 

(Use of exaggerated or fictitious list prices or price marks 
has been forbidden by the FTC in various cases. See FTC 
1592, 1596, 1609, 1882, 1923, 1960, 2864, 2897, 3064 et al.) 

The use of a comparative price at which few, if any, of the 

(Please turn to page 53) 
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LET'S PLAY FAIR 
(From page 50) 


articles so described, are sold at retail, and at which such 
articles are marked merely for advertising or sales promotion 
purposes ; and the practice of charging a few retail customers 
an exorbitant price on an article simply for the purpose of 
offering to all other retail customers an alleged commensurate 
saving at a lower price at which all, or most, of the same 
articles are sold, is a misleading and unfair practice. 


OPEN STOCK PRICES 

An open stock price is the retail price at which certain 
articles (e. g., silverplated tableware, dishes, etc.) are usually 
or regularly sold by retailers in single pieces or in quantities 
other than complete sets. For example, the price on a complete 
set of dishes which is lower than if each piece were purchased 
separately at on open stock price. 

If an open stock price is used as a comparative price (e. g., 
on a set of silverplated tableware, or set of dishes, etc.) the 
advertising should clearly indicate that fact and that the al- 
leged saving is based upon the difference between the price 
for the set and the total open stock price for the same pieces. 
False, fictitious, or exaggerated open stock prices, and open 
stock prices established merely for advertising or sales pro- 
motion purposes, should not be used in any way. 

Following are examples of proper use of open stock and set 
prices: 

1. “Total open stock price would be $50; price for complete 
set $30.” 

2. “Regular price per set $30; special price per set $25.” 

3. “Total open stock price would be $50; regular price per 
set $30. Special price per set $25.” 


Trade Names 


Misleading trade names, and trade names used in a 
misleading way, destroy confidence in advertising and 
retail business, and increase sales resistance to buying 
from advertised descriptions. 





MISLEADING TRADE NAMES, OR TERMS 

Misleading trade names or terms are those which are mis- 
descriptive of a product or material content. Misleading trade 
names should not be used. 

The following are illustrative of ways in which misleading 
trade names are formed: 

By the connection of firm name, brand name, names of coun- 
tries, or other names, with the name of a material or product. 

Examples: (These terms should not be used.) 

Jewelry: American Ivory, French Ivory, Parisian Ivory, 
etc., to describe a composition product which is not ivory. 
These should be described as imitations, or by a non-misleading | 
name, 

German Silver, Liberty Silver, Nickel Silver, etc., to de- 
scribe a product containing no silver. 

By modification of spelling or addition of diminutive ending 
to the name of a material, fabric or substance. 

Examples: (These terms should not be used.) 

Jewelry: Silvore, Silverine, Sterline, Platinel, Platenoid, to 
describe metals containing no silver or platinum. 





JEWELERS AT GOLDEN GATE 
(From page 35) 


P. H. Cowan, Oakland, Cal., vice-president, California 
R.J.A. 

2:10—Address of welcome by Mr. Cowan, who will introduce 
Myron Everts, Dallas, Tex., president of ANRJA. 

2:30—President’s address, Mr. Everts. 

3:00—Address. “The Accomplishments of the American Na- 
tional Retail Jewelers Association,” A. W. Anderson, 
treasurer, A.N.R.J.A., Neenah, Wis. (for 28 years 
member of executive committee, national association— 
15 years as secretary, 11 years as treasurer, 30 years 
secretary, Wisconsin Retail Jewelers Association, and 
secretary since organization of National Jewelers Mu- 
tual Fire Insurance Co). 

3:30—Address: “The Work of the Jewelers’ Security Alli- 
ance,” F. R. LaRose, superintendent San Francisco 
office, Pinkerton’s National Detective Agency. 

4:00—Address: “Fair Trade Laws—Their Desirability and 
Necessity in Combatting Unfair Trade Practices,” 
Alvin Magnon, secretary-treasurer, Adams Jewelry 








Emerald and Marquise 


DIAMONDS 


A large stock of Emerald Cut and Marquise Diamonds 
of all sizes and qualities. 


STAR SAPPHIRES 


SAPPHIRES 
STAR RUBIES 
RUBIES 


Star Sapphires, ranging in colors from exquisite pale tones to 
deep blue—also mounted in cuff links, and in rings for men and 
women. Gems of unusual beauty and value—available from our 
stock at all times. 


EMERALDS 
CAT'S-EYES 
PEARLS 





We are prepared to cooperate with you on what- 
ever your requirements may be. 


JEROME 
608 Fifth Avenue 


RicHHEIMER 
New York 








GEMS OF 
. THE MODE 
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Co., Tampa, Fla., vice-president, Southeastern region 
ANRJA. : 
4:30—Adjournment. 
8:00—Open house (Gold ballroom of Palace hotel). Speaker 
Leonard E. Reed, U. S. Chamber of Commerce, “Pree 
Enterprise and Jewelry.” 


TUESDAY, FEB. 21 


8:00 A. M.—“Karly Risers” breakfast conference. “How to 
Sell More and Better Silver”’—leader: Paul W. Mono- 
hon, Krementz & Co., and Jones & Woodland (Co, 
Newark, N. J. ° 

10:30--Group meetings. Gold ballroom, California and English 
rooms. 

10:30—Convention session. Address: “lhe Work of the Horo- 
logical Institute of America,” Harrison F. Babcock, 
Cleveland, Ohio, president, H.I.A. 

11:00--Address: “Facing the Facts,” G. H. Niemeyer, presi- 
dent, Handy & Harman, New York, chairman Jewel- 
ers’ Vigilance Committee. 

11:30-—Address: “The Outlook for the Retail Jeweler,” Dr. N. 
H. Engle, Washington, D. C., assistant director, Bureau 
of Foreign and Domestic Commerce, Department of 
Commerce. 

12:00-—“Publicity”—with special reference to the work of the 
Jewelers Publicity Committee, William D. McNeil, New 
York, former president, ANRJA, and present chair- 
man, Jewelers Publicity Committee. 

1:00 P. M.—Adjournment. 

Afternoon and Jewelers Day at the Golden Gate International 

Exposition. 





WEDNESDAY, FEB. 22 


8:00 A. M.—‘Early Risers” breakfast conference. “How to 
Sell More and Better Watches.” leader: Robert J. 
Slagle, president, Houston Watch Co., Houston, Tex., 
vice-president, Southwestern region, ANRJA. 

10:30—-Address: “Credit Selling in the Old Line Jewelry 
Store,” Tinley L. Combs, Omaha, Neb., former presi- 
dent, ANRJA, and present vice-president, Northwest- 
ern region, ANRJA. 

11:00—Address: “The Work of the Silver Committee,” and 
“Comments on ANRJA Questionnaire Survey,” Wil- 
liam G. Thurber, secretary-treasurer, Tilden-Thurber 
Co., Providence, R. I., vice-president, Northeastern 
region, ANRJA. 

11:30—Address: “Advantages of Local and District Clubs,” 
Henry F. Stecher, August H. Stecher Co., Milwaukee, 
* Wis., vice-president Central region, ANRJA. 
12:00—Address by W. H. Morrison, president, California 
Horological Association. 

1:00 P. M.—Adjournment. 

Afternoon—Golfers: Tournament and Stag. Others: Chinese 
dinner, Chinatown tour and theatre. 


THURSDAY, FEB. 23 


8:00 A. M.—“‘Early Risers” breakfast conference. “How to 
Sell More and Better Jewelry.” Leader: Paul W. 
Monohon. 

10:30—Address: “State Legislative Campaigns,’ Arthur H. 
Dibbern, Glendale, Cal., vice-president, Pacific region, 
ANRJA, and executive secretary, California R.J.A. 

11:00—Address: “Local Cooperative Advertising,” Henry W. 
Rank, Rank & Motteram Co., Milwaukee, Wis. 

11:30—Address: “National Association Activities,” with special 
reference to such activities as “Wholesale-Retailing,” 
“Fair Trade Laws,” “Sliding Scale of Dues,” and 
ANRJA’s tie-up with other groups of retail associa- 
tions, such as the American Retail Federation, Retail- 
ers’ National Council, Natidnal Association of Retail 
Secretaries, American Trade Association Executives. 

12:00—Question Box—Informal discussions. 

1:00 P. M.—Adjournment. 

Afternoon—Free to enjoy Fair. 

Evening—Dinner dance at Palace and Pageant of Time and 
Jewels. " 


FRIDAY, FEB. 24 


10:00 A. M. to 1:00 P. M.—Special meetings of executive 
boards of various organizations and final clean-up of all 
remaining business. California and English Rooms. 


The tentative draft of meetings of the Horological As- 
(Please turn to page 78) 
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MAKE YOUR WINDOWS ALIVE 
(From page 32) 


‘ ‘magination has a start toward giving his 
and a good imag — bees 
' -rsonal :¢ new touch. 
windows a personal and new . 
“Do something to your window to make it look hu- 
’ she insisted. “Show merchandise in use as much 


man, . ° -f 
It would look awfully silly if dresses were 


as possible. 
placed flat on the floor. 
“Show how diamonds are worn by placing them on 


the hand, the head or on fabric. Give your window a 
feminine appeal by showing the woman shopper how she 
might look with those diamonds, how she would look 
wearing this or that, how swell she would look powdering 
r nose with a certain kind of compact.” 

The use of fabrics (other than those dingy velvet 
drapes) allows the jeweler to get both the human and 
fashion angles in his windows at one fell swoop. 

For instance, last fall Mrs. Pancoast rang the bell in 
an exhibit based on fabrics. There were two windows. 
One for men and one for women. Fall colors in women’s 
clothes were presented in simple cloth-covered disks on 
which zircon rings and jewelry were attached. Disks 
covered with fall suitings displayed men’s jewelry. 

The result: the prospective customer saw at a glance 
how some of Kind’s superb jewelry would look with his 
or her new autumn outfit. The display had both human 
The use of the disks themselves 


he 


appeal and timeliness. 
suggested a cautious modernistic note which added a sug- 
gestion that the Kind store not only was with the times, 
but a step or two ahead. 

Mrs. Pancoast frequently uses figures to give her win- 
dows life. Modernistic figures of a bride, bridegroom and 
clergyman featured one wedding window. Doves were 
used in another. Simple things, but effective. 
stop to see them. 

She urges jewelers to take a look at the latest issue of 
the smart magazines—-Vogue is one she mentioned—to 
keep up with the newest tricks in service and fashions. 
Sometimes she builds one of the six windows she “does” 
each week on an idea culled from one of these journals. 

Occasionally, she pointed out, she uses the magazine 
itself in the display, with an advertisement or some par- 
ticularly apt illustration becoming the theme of her own 
creation. That’s an especially good tie-up, she finds. 

Then there are other points that Mrs. Pancoast 
stresses. She insists that jewelers should remember there 
is a lot of space vertically as well as horizontally in 


People 


their windows. In other words, she thinks displays | 


should be up in the air where people can see them easily 
end where they will utilize some of the vast distance 
between window floor and ceiling. 

“Elevate the merchandise,” she ordered. “Work the 
focal point of the window up to eye level from the street, 
with the merchandise extending from that point down to 
the floor.” 

Then, as a final point, Mrs. Pancoast is a firm be- 
liever in the uncrowded window. 

“The eye,” she said, “easily becomes confused and 
easily turns away when there are too many things at 
which to look. But place a few pieces in good arrange- 
ment with enough space around them to make them stand 
out and the prospective customer can’t help but see and 
desire them. 
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“Empty space in a window is not lost sales space— 
rather, the reverse. 

‘*How much can you read at a glance on a uniformly- 
printed page? How much more could you read if the 
space between the lines were increased two or three 
times? Which advertisements attract your attention— 
those containing several long explanatory paragraphs, 
or those with just a few well-chosen words in the same 
amount of space?” 

So let’s forget the paneled walnut and old-time dark 
drapes, if you want to follow a new formula already 
proved suceessful. Let’s forget the idea that jewelry by 
itself constitutes a display. 

It’s a new era of light-colored backgrounds, of per- 
sonalized things such as models and fabrics as your win- 
dow props. It’s a new era of keeping up with Father 
Time and of getting the diamonds off the floor. 

Mrs. Pancoast’s ideas in a nut-shell: 

Let Dame Fashion fill your window with her newest 
fancy and with a human touch. 

Then, Dame Fashion will buy. 


PLATINUM BEST ENHANCES DIAMONDS 


N his annual review of the platinum metals, Charles 

Engelhard, president of Baker & Co., Inc., Newark, 
N. J., estimated world production in 1938 at 460,000 
ounces, due principally to increases in Canadian and 
United States output. This total compares with approxi- 
mately 440,000 ounces in 1987. 

In the jewelry field, platinum retained its position as 
the most satisfactory metal in which to set and display 
diamonds. ‘The absence of distracting colors in plati- 
num, combined with the ability of the metal to reflect 
colors of associated objects, enhances the brilliance of 
diamonds. The current vogue of gold color in costume 
jewelry, and the decreasing use of white gold alloys 
contributed to platinum’s prestige as the metal for fine 
jewelry. 

Palladium made progress in the jewelry industry for 
2-tone combinations in conjunction with yellow gold. 
Platinum watchcases were manufactured on a_ large 
scale. 

The United States maintained its position as the 
largest single market with actual imports of 144,000 
ounces during the first ten months and an indicated total 
of 170,000 ounces for the full year. Re-exports during 
the year will probably be less than 35,000 ounces, ap- 
proximately half of the 1937 movement. 

The prices of the platinum metals were steadier dur- 
ing 1938 than they were during the previous year. 
Palladium held firm at $24 an ounce, and rhodium 
stayed within the narrow range of $120-$125 an ounce. 
Platinum opened the year at $36, fell off to $33 in May, 
reached a high of $39 in August, and then receded to 
$34 in December. Iridium opened at $80-$85 an ounce, 
dropped to $70 in August and closed the year at $58. 
The price of ruthenium varied between $85 and $40. 

Reduced demand from the jewelry industry and the 
absence of purchases by various governments were offset 
by the encouraging increase in the use of dental gold 
alloys and in the attention which was given to platinum 
and platinum-clad as materials for construction in the 
chemical industry. 
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BUY FOR MORE PROFIT 
(From page 38) 


We, as advertising people, like advertising to be valued 
exactly at what it is worth. Exaggeration is a boom- 
erang. When an advertiser promises advertising support 
that doesn’t come through, when an advertiser promises 
advertising support that is not as great as had been 
anticipated, there is bound to be a repercussion from the 
dealer to the advertiser that will react not only against 
the advertiser, but against advertising as an economic 
force. 

Accept always the premise that even in the jewelry 
business, you are in business 12 months a year. You 
must pay rent 12 months a year. You have a payroll 
12 months a year. You must conduct advertising 12 
months a year. You must therefore select merchandise 
that the manufacturer supports with year-round adver 
tising help. 

The jewelry advertiser who confines his advertising 
to seasonal efforts such as graduation, weddings and 
Christmas, gives some help to the retailer. But what 
happens the other nine or ten months of the year? 

The advertiser who funds his budget seasonally neg- 
lects the jeweler in the off-seasons, when he needs help 
badly. It is therefore most important that the dealer 
consider always not only how much advertising of the 
manufacturer's goods is being done—but when and 
where. 

Study above all things a company’s past advertising 


performances. Pronfises are cheap, performance more 
costly. Check promises against past performances. 

Tabulate all advertising budgets on competitive items 

-for the past and coming year. Don't hesitate to ask a 
manufacturer what he is going to spend. Study carefully 
that budget in its relation to you, your store, your com- 
munity. Put down next to the name of a product the 
amount of money the advertiser spends. Yes, it is your 
business! It affects your own cash register! 

Another important point, of course, is the financial 
strength of an advertiser. Is he in a position to keep his 
promises? Is he in a position to carry on should a depres- 
sion step into the business cycle? Wall Street tells us 
that it is difficult to tell the end of a bull market. And 
so it is not unlikely that we might, at any time, find 
ourselves in a bear market, a depressed market, where 
the selling of merchandise meets with resistance. We 
are always better off with merchandise that is well- 
advertised. Even more so in a depressed market. At 
least such merchandise is more likely to be worth the 
price you paid for it. 

We come now to price maintenance. Let’s take a look 
at Chart 5, entitled “Obtain Protection of Price Mainte- 
nance.” Above all, price maintenance means security 
for invested capital and inventory. It plays an impor- 
tant part in protection against mark-downs and losses 
that might result from competitive retail operations, 
against season-end clearances. 

In all, price maintenance is a protection for your cap- 
ital—for your earnings—and it is a valuable point for 
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Diamond Clip Brooch with genuine Emeralds 
in center. 

Diamond Bracelet with six Gem Faceted 
Rubies —Three Emerald-Cut Diamonds. 
Diamond Watch Bracelet — 187 
38 fancy shaped diamonds. 
Diamond Cuff Links with four finely matched 
Oriental Faceted Sapphires — also may be 
had with faceted Rubies, Star Rubies, or Star 
Sapphires. Complete Dress Sets to match. 


idellale mmmelate| 


Loose or mounted Diamonds * Star Sapphires 
Star Rubies * Emeralds * Catseyes. 
CHEERFULLY SENT TO RESPONSIBLE 
JEWELERS ON MEMO. 


MA Y 
We ne YO. 48 WEST 48th STREET* NEW YORK 
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you to consider in the selection of a manufacturer's 
product. 

Chart 6 is headed ‘Manufacturers’ Ethics Are Ip. 
portant to You.” Has a manufacturer protected the in- 
terests of retailers in the past? Is he always conscious 
of his responsibility to you and to the consumer through 
you? Is he guilty of changing his policy in midstream— 
and by that we mean has he sold you his product on the 
strength of one merchandising or advertising policy, and 
then changed his policy or cancelled his advertising—oy 
run less advertising than he had promised—thereby leay- 
ing you holding the bag? 

A conscientious study of the manufacturer’s business 
is important. His integrity, his sincerity, his rugged 
honesty are all vital to you. They become part of your 
business when you purchase his wares. 

Finally, you must sum up these six points to see which 
makes give us the best total of these important factors 
of desirability. Chart 7 lists the six points on six hori- 


CHART 7 
PRODUCTS 





Line A Line B | Line C | Line D 


1 Quality 
2 Styling 
3 Mark-up | | 


- 


4 Advertising 





Totals 











zontal rows of blank squares. Note that at the top we 
have indicated spaces for four lines of merchandise. We 
have called them “a,” “‘b,” “ec” and “d.”” These squares 
may be added to, to include as many lines as you see fit. 
Let us, for example, say you are going to select a line of 
watches for your jewelry store. Take this chart and 
fill in across the top where “a” to “d’” now appears the 
names of the lines of watches you believe competitive. 
It doesn’t make any difference in which order you place 
them. You might place them in alphabetical order if you 
wish to avoid being influenced in any way. Then come 
down the row and fill in every one of the squares. Con- 
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Call on us Antique Jeweley Ceeates New Sales. 
for the unusual is 


Fine diamond mounted jewelry... 
- newest designs . . . obtained by 
fortunate purchases ...Now avail- 
able to responsible accounts on 
consignment... To supply your 
requirements on special calls. 
eee 
Bracelets...Clips...Rings...Brooches 
..-Watches...Charms... Necklaces 
Precious Stones, Loose... Mounted 
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R3190 


RAYMOND ABRAHAMS 


551 FIFTH AVENUE 
PHONES: VANpersitt 3-0457-s5 NEW YORK CITY 





The Zircon, according to tradi 
strengthens the heart and mind; 


wealth. The Zircon, truly, is a 
po 





Its beauty flashes everywhe 
opera—proving that it hd 
treasures. 



















The Zircon now definitely enjoy | the = = pest 
popular of gems, a distinction which it rightfully enjoys. 
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“DREHER BROS. and WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 


48 WEST 48TH STREET NEW YORK CITY — 


of the most 


We are in a position to 
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We are proud to introduce the CROWN finest 
cultured pearls which are produced by one of the 
world's largest cultivators. 


CROWN finest cultured pearls are carefully 
selected by experts. They are lustrous, smooth 
and perfectly matched. 


CROWN finest cultured pearls have already 
found sensational reception from the entire trade 
because of the excellence of their beauty, quality 
and value. We shall be glad to send you memo 
samples in order to convince you of our sensa- 
tional values of the CROWN cultured pearls. 


GRADE A-$48 per dozen strings 


_ Bepee- - 
“ @$m4-- - 


@ther super qualities, exquisite rosé colored 
necklaces, up to $25 per strand. 


Also, a full line of rings, earrings, circle brooches, 
crosses and studs made of CROWN finest cultured 
pearls. 

Sole Distributors of the CROWN Finest 
Cultured Pearls 


PAPAZIAN BROTHERS 


580 Fifth Avenue New York 


HEADQUARTERS FOR 


ZIRCONS — STAR SAPPHIRES — CAT’S-EYES 


STAR SAPPHIRES—Sizes up to 100 carats from the 
medium grades to the finest gems. 

ZIRCONS—Separated in sizes from 5 to 10 m/m, in 
blue, white and brown colors. Also gem 
stones up to 200 carats each. 

RARE GEMS—A full selection of Cat's-Eyes—Star 
Rubies—Oriental Sapphires and other Rare 
Gems. 

DIAMONDS—A complete selection direct from our 
Antwerp Office always on hand. 

ANTWERP - LONDON - BOMBAY - COLOMBO - BANGKOK- 

HONGKONG - SINGAPORE - SHANGHAI - KOBE - MANILA 
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sider each point, one to six, in relation to the sub-title 
on each chart, and evaluate each line of watches, You 
might take 100 per cent as your basis. Now fill oy 
“Quality,” “Styling,” “Mark-up,” “Advertising,” “Pyicg 
Maintenance” and “Ethics.” Under advertising, give 199 
per cent to the advertiser who spends most money aq. 
vertising his wares. Then you can, percentage-wise, 
evaluate the other lines. 

After all of your squares are filled in for all four lines 
of watches, a careful study of your chart wil! reveal ty 
you which line, above all, you must carry. You might 
determine ‘to carry two or three lines. That is entirely 
up to you. But you will know which should be first 
choice, which second, and the like. 

Now you may carry your reasoning further. There 
is what the economist calls “weighted value” to each 
square. You can’t simply add up all the squares and 
come to an average answer, as you can in a mathematical 
question, because some items in the vertical lines are 
much more important than others. This you must deter- 
mine for yourself. 

One thing is assured. You will have a complete and 
careful study of all that is of value from every manv- 
facturer worthy of consideration, and you can buy your 
goods closer to safety than by any other method known 
to modern merchandising. 





| SELL WATCHES 
(From page 41) 


that featuring one well-known make, with emphasis on 
a certain model or priced watch is most successful, 
Sometimes we show an entire line and center our display 
with a new, fast-selling number. Showing an entire 
window—approximately 100 watches—of one model 
brings us excellent results. 

In showing our watches, inside the store, we have 
devoted a horseshoe of seven show-cases exclusively to 
watches and separated by makes, so located that the cus- 
tomer sees them immediately upon entering. In these 
cases, over 1,000 watches are on display at all times. 
We work on the theory that by displaying this large 
number of watches, in all prices and makes, the cus- 
tomer is convinced that we have every make and model 
manufactured and he can see everything on the market, 
without shopping any further than “Square Deal” Mil 
ler’s watch department. 

Our store is so laid out, that customers going to the 
repair department, the office, the optical department or 
the glassware or specials, must pass our watch, ring and 
silver departments. Often, customers stop to admire the 
displays in these departments and sometimes make an 
immediate purchase. 

No high pressure salesmen are used in our store. At 
vertised specials are sold with a smile—but the salesman 
is taught the power of suggestion. If a customer comes 
in to see a low-priced watch special, the salesman shows 
it, explaining its merits and then casually remarks that 
he would like the customer to see a new model in some 
regularly-priced, nationally-advertised watch that he 
considers an unusually good value. Soon the customer 
is looking over various models in the makes we prefer 
to sell and oftentimes walks out with one of the latter 
in his possession. 
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We don’t have any “canned” approach or method of 
selling a customer. When one steps to the watch case, 
he is simply asked if he may be helped and if it is a 
lady's or gentleman's watch in which he’s interested. 
We have so arranged our display that most people stop 
at the case of watches we are most anxious to sell and 
unless they specify a certain make, which they often 
do, the salesman starts showing watches priced from 
$42.50 up. If the customer wants a lower-priced watch, 
he soon makes it known and generally feels compli- 
mented that the salesman considered him a prospect 
for a higher-priced one. 

If a customer is “just looking” and doesn’t want a 
watch for a month or so, the salesman suggests the 
“Miller lay-away plan,” whereby any deposit from a 
dollar up will hold his watch and he may pay any amount 
at any time convenient. Then at the time he wants to 
take it out, if there is still a balance, he may arrange 
deferred payments on it. Or if the customer wants to 
take it out at once and lacks the full amount of money, 
he is told that while we are not an installment store, 
we do have a deferred payment plan on watches and 
diamonds, which our office man will be glad to work 
out to suit his ability to pay. 

We believe that the customer is always right, even 
when he’s wrong! If a complaint comes up, where the 
customer is undoubtedly wrong, we explain that Miller 
service will come through for him on that watch, just 
this once—however, if anything happens to it again, 
there will be a slight charge for repair, unless it is 
unquestionably the fault of the watch. When properly 


reasoned with, the average customer appreciates what 
is being done for him and becomes a real Miller “booster” 
and you can be assured of all his future business, as well 
as that of his family and friends. We find that the policy 
of satisfying customers pays big dividends. 

In passing, I might add that large bill-boards, outside 
the city, attract considerable attention and we believe 
this to be mighty good advertising. We also obtain 
excellent results from street-car and bus advertising. 
Placing cards on the outside of buses and street-cars, 
with such slogans as “Treated You Right Last Xmas,” 
keeps the name of Miller constantly before the public. 


H. |. A. CONVENTION SET FOR MAY 21-23 


Wasuineton, D. C.—The annual meeting of the Hor- 
ological Institute of America, has been set for May 21 
to 23, in this city. Details for the conclave are still in 
the formative state, and will be announced soon. 

At a meeting of the examining board of the Institute 
here, on Jan. 7, certificates were awarded as follows: 


Certified Watchmaker 
Name Address 
Bronx, N. Y. 


Employed by 
Irving Gaston 


4 


Junior Watchmaker 


Manden, N. D. Lesson Jewelry Co. 
Riverside, Iowa H. L. Hands 


Gabe E. Eckroth 
Wilbert Kinsey 


John Moss New York, N. Y. U. S. Navy 
Ellwyn J. Nord Elgin, Ill. Student at Elgin 

College 
Norman Maxwell Sanders Cairo, Ga. Self 


Homer B. Tracy Akron, Ohio Harry B. Tracy 
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Spotlight ie i Clasp 


Focal point of the incomparable beauty of 
a fine pearl necklace is the clasp. That is why 
it must be a Schicksnap, and preferably one 
of the exquisite, mew diamond SCHICKSNAPS. 


In gold and platinum, priced to retail 
from $5.50 to $250.00 


HARRY C. SCHICK, INC. 


Manufacturers of 


chicksnaps 


and other fine jewelry 


Factory and Main Office: Newark, New Jersey 
New York Showroom: 347 Fifth Avenue 


Chicago + San Francisco 

















New Jewelry Designs... ton Paris! 


by second issue of 
"L'Officiel de la Bi. 
jouterie & Accessoires," 
with English and French 
text, has just come from 
the press. @ A com- 
plete source of ad. 
vance styles and mod. 
ern original ideas for all 
kinds of jewelry, watch. 
es and accessories. @ 


| An indispensable aid to 
ae | ' 4 the progressive Ameri- 
sae es ar ! i can manufacturer, 
coor * | : A wholesaler and retailer 
mere tsy | Re 1/JE of jewelry. 
Meck Yate aed Industw } 4 ae i 
a Latest edition, 1938-39, 
vs just out. 
Subscription Rates: 
Annual Semi-Annual! 
Full-Color Edition 
$40 $25 
a . 2 : Black-and-white Edition 
pres . ms ¢ "\e 2 E Fe. $30 $20 
A : x . Remit by your firms ordinary 
check. 


ste. 


L'OFFICIEL DE LA 
BIJOUTERIE & 
ACCESSOIRES 
8, Rue Murillo, Paris 
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Increase Your Prestige Stimulate Business 


And Your Earning Power | During the 
Start your preparation now as a Certi- Dull Months Ahead 


fied Gemologist—the scientific Diamond 


and Gem specialist of the trade. The majority of our students report the 

ees creation of new sales as the direct result 

Certified Gemologist of the first six of the weekly lessons in 
Gemology. 


It is no longer a mystery why cer- 
tain large and important firms require 
all employees in their diamond and P f 

gem departments to be Certified Gem- repare or a 
ologists. 


It is because these trained men make Better Business Next Fall 


sales! Sales which uninformed and 
































untrained salesmen find it impossible By enrolling now you can complete our 

to make. The study and resulting ac- Course O12 in time to use all its valu- 

curate knowledge necessary to obtain able sales helps to increase your 1939 

the Certified Gemologist title have Rane lnaal , 

proven to be one of the greatest sales Sueay Busmess. 

boosters available in the trade today. Course O12 includes fundamentals of Gem- 

. . , ology and special study of Diamonds, Jewelry 
Enroll and begin your studies today, or in- and Silverware. 
vestigate this new profession by writing to An immediate inquiry will bring you the 
us immediately. latest information by air mail. 
GEMOLOGICAL INSTITUTE OF AMERICA * ° 
3511 West Sixth Street, Los Angeles, California American Gem Society 
355 S. Alexandria Los Angeles, Calif. 
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THE LONDON DIAMOND MARKET 


Lonpon—Despite the 1938 drop in diamond sales— 
the lowest for four years—both the Diamond Corp. and 
Hatton Garden consider the 1939 outlook for diamonds 
very promising. Backes & Strauss, diamond brokers, 
anticipate a rise in the prices of rough at any time now. 
Diamond prices in practically every quality remain re- 
markably steady. 

How sales of uncut stones slumped during 1938 is 
revealed in figures to be published by the corporation. 
Sales totaled around £25,000,000 compared with £46,- 
000,000 in 1937. Fashionable society leaders and 
wealthy Indian princes did not, it seems, spend as much 
money as usual on diamonds. The principal diamond 
buyers were the rich refugees from Continental Europe 
who, of course, have found the diamond to be a safe as 
well as a portable investment. 

A very fine diamond, valued at more than £250,000, 
is now on the market here. It belonged to the Khedive 
of Egypt many years ago when it weighed 250 carats. 
Since its sale in 1880 it has been cut to 106 carats. It now 
measures 114 by 114 inches, is roughly rectangular in 
shape, eight sided and of perfect brilliance. 

As a result of a £12,500,000 deal in Diamond Corp. 
stock by De Beers Consolidated Mines, De Beers will 
now hold a large majority of the shares of the corpora- 
tion whose issued capital is around £25,000,000. The 


purchase of the two and one-half million £5 shares of 


the corporation was from the Anglo-American Investment 
Trust and the Barnato Brothers group. Payment is by 
125,000 De Beers deferred shares at £50 a share, £1,250,- 
000 in cash immediately and another £5,000,000 in cash 
at the end of 1939. 

The vendors hold an option until the end of this vear 
to subscribe for a further 100,000 De Beers reserve 
shares at £50 a share. It is planned to arrange for 
Consolidated Diamond Mines of South-West Africa to 
participate in the purchase of the Diamond Corp. stock. 
The price at which the vendors of the corporation shares 
are taking De Beers deferred is illuminating. Those of 
the diamond industry involved in this deal apparently 
consider the £50 a share price a fair valuation. Recent 
market quotation for this stock has been approximately 
£40.75. 

The Diamond Trading Co., of course, acts as the mar 
keting organization for the entire diamond combine and 
Anglo-American and Barnato Brothers, in connection 
with the transaction recorded, is subscribing for £5,000.- 
000 additional capital for this company. The provision 
of additional funds will facilitate expansion of business 
in the trading end of the industry. It is anticipated De 
Beers and Consolidated Diamonds will be able to meet 
their preference dividend charges on a smaller volume of 
business due to a larger profit return from the Diamond 
Corporation. 





oLampl KEYNOTES for KEEN BUYERS .. . 


Of course, you are replenishing your lines for Spring . . . 





* GOLD FASHION ORNAMENTS 


Unusual in treatment: for lapel and Spring- 
frock decoration 

© GOLD BRACELETS in the new link trend: also 
necklaces, brooches, pins 

® STERLING SILVER JEWELRY—with and 
without real stones 

© COSTUME JEWELRY—exauisitely styled 

* UNUSUAL COMPACTS and CIGARETTE 
CASES featuring Versatelle (patented fea- 
tures) shown at right. Styled for Jewelers, not 
sold in drug stores. 


® CHARMS—An amazing selection—write for W 
catalog [ 
® TIMELY UNITS with WORLD'S FAIR MOTIFS e Ze ter Lamp 
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And you are seeking the right lines to buy... 


May we recommend your early appraisal of those diversi- 
fied, smart creations by the 


@ CREATORS OF THE UNUSUAL—AS USUAL 


@ GOLD FILLED and STERLING SILVER LOCKETS in beautiful designs. 





*Reg. 13280 





20 West 47th St. 
New York 














reenbrier 


THE NEW STERLING 
ly GORHAM 





.. to this romantic design! 
Sold orders everywhere ff 
widen the favor of A 
Greenbrier! Four 4 
short months of fo 
concerted adver- hi 

lising and dis- 


plays did 


the trick. 


bad 


And our Spring Campaign 
in class magazines will 
feature Greenbrier generously. 


Buy what sells! Girls are going 
for Greenbrier — and 27% of the 


1939 weddings will be celebrated 


before Easter! 


THE GORHAM COMPANY 
Americas Leading Siluersmiths 


FACTORY, PROVIDENCE, RHODE ISLAND 17 MAIDEN LANE, NEW YORK 
1226 MERCHANDISE MART, CHICAGO 140 GEARY STREET, SAN FRANCISCO 
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by RUEL McDANIEL 





Concentrating on Quality Lines 


6FNAKE a good line—any good line whose quality is 
known or can be proven—and push it for all it’s 
worth.” That is the theory expressed by C. O. 
Girard, one of the owners of the Dickason-Girard 
Jewelry Co., Tyler, Texas, and followed closely by that 
firm. 
“It is a day of specialization,’ Mr. Girard continues. 
“T don’t mea:. that the store should specialize in one 
line or type of merchandize to the exclusion of others; 


but we find it pays to select a fine line of silverware, 


china, watches or gifts, and push that line consistently 
and so hard that you build up a following because of 
your reputation for that particular line”. 

For example, this company has sold during the past 
year more than $5,000 worth of high quality silverware 
of a single pattern. Mr. Dickason and Mr. Girard had 
sought a high quality line of silverware that was distinc- 
tive, represented all pieces of silverware and had dis- 
tinctive qualities that set it apart from just silverware. 
Finding this line, the company stocked heavily and con- 
centrated a lot of advertising on this one pattern alone. 
Profitable volume resulted quickly. 

This pattern holds the center of interest in a large 
display case devoted to silverware in the store. In fact, 
this is the only pattern a customer sees when she enters 
the store. An attractive display is seen in one of the 
windows often. Frequently the firm runs a sizable ad- 
vertisement in the local papers, featuring this specific 
line of silverware and stressing its distinctive qualities. 
A clipping of the advertisement invariably appears in 
the window display, with an assortment of the line. 

“We specialize on this one line and never let up,” 
Mr. Girard emphasizes. “The longer we do this, the 
more the accumulative results help us to sell more of 
the line.” 

Mr. Dickason and Mr. Girard came to Tyler in 1932, 
from Dallas, 100 miles away, where they both had been 
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Two men, who in 1932 founded their business in 
a Texas town of 17,000 people, now have a sales 
volume of $150,000. They sell $5,000 worth of 
one silverware pattern each year, proving their 
philosophy: "Take a good line and push it for all 
it's worth." This story tells how they do it. 


employed as salesmen for a _ well-known retail and 
manufacturing jewelry firm for many years. It was 
at the bottom of the depression. 

They had been “brought up” in an atmosphere of 
quality jewelry. They had learned to sell little else 
but high quality merchandise. When they began buying 
for their new store in Tyler, they were advised that a 
small city like Tyler (population, 17,000) was not like 
Dallas; there were not enough prospective customers in 
a small city to make it possible to succeed on a quality 
basis. But the new merchants knew no other way of 
merchandising, so they stuck to their original idea of 
putting in a store of high quality merchandise. 

They started out with their theory of stocking fewer 
lines but lines that had qualities which could be identi- 
fied and merchandised—lines that would stand out apart 
from the general run of goods. 

Even during that first year—the worst period of the 
depression—they sold nearly $80,000 worth of quality 
merchandise. Their volume at present will amount to 
nearly $150,000 per year. 

The firm has made this healthful showing without the 
use of installment selling or popular-priced “specials.” 
Specialization in distinctive lines of fine merchandise 
has built the type of following the owners hoped to 
build when they planned their selling principles. 

The firm sells around $20,000 worth of fine china 
yearly, by specializing in a high quality line of bone 

(Please turn to page 78) 
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The Silver Market During 1938 


Handy & Harman’s annual review shows prices steady 
but dependent upon support from treasury purchases 


'N spite of considerable improvement in the rate of 
| consumption during the last quarter, only 27,500,000 
ounces of silver were used last year by the arts and in- 
dustries in the United States and Canada, a decrease of 
nearly 13 per cent from the preceding year, Handy & 
Harman, New York, stated in its 23rd annual review of 
the silver market. 

The firm noted decreases in the various classifications 
as follows: sterling silverware, 15 per cent; silver-plated 
ware, 5 per cent; jewelry, 15 per cent, and motion pic- 
tures, 5 per cent. In the purely industrial field, as dis- 
tinct from the arts, a decline of 35 per cent occurred, 
although this situation is attributable to the past year’s 
business shrinkage and basic conditions indicate a con 
tinned growth for the industrial use of silver. 

The silver market throughout the year was completely 
dependent upon support from the United States Gov- 
ernment, showing weakness whenever uncertainty arose 
as to the continuance of Government purchases, and 
when the Treasury lowered its buying price two cents 
at the end of March the world price dropped accord- 
ingly, Handy & Harman stated. 

Reviewing the New York market, the firm said that 
from the beginning of the year to March 27 the “official” 
quotation stood at 4434 cents; on each of the next two 
days it dropped one cent, and from March 29 through 
Dec. 31 it held at 4234 cents. These quotations were 
one-fourth of a cent lower than the rate at which the 
Treasury was buying silver under the Silver Purchase 
Act of 1934. The lowering of the buying rate in March 
followed the expropriation by Mexico of valuable Amer- 
ican and British oil properties and the Treasury’s dis- 
continuance of its silver purchase arrangements with the 
Mexican government. 

The 1938 high and low spot quotations in the London 
market were established within a period of less than 
two weeks during the last half of March. 

Turning to statistics for 1938, Handy & Harman esti- 
mated world silver production at 264,800,000 ounces, 
distributed as follows: Mexico, 85,000,000 ounces; 
United States, 61,400,000 ounces; South America, 32,- 
400,000 ounces; Canada, 23,300,000 ounces, and all 
other countries, 62,700,000 ounces. The total output 
declined about 314 per cent from 1937’s record figure, 
and of this amount the United States’ share decreased 
11 per cent. This drop of 7,900,000 ounces in domestic 
production resulted mostly from the shrinkage in de- 
mand for base metals from which this nation’s silver is 
largely recovered as a by-product. 

In addition to newly-mined silver, supplies included 
334,000,000 ounces, mostly from demonetized Chinese, 
Spanish and Dominican Republic silver. 

Handy & Harman estimated total United States Gov- 
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SILVER PRODUCTION IN 1938 


ernment acquisitions last year at 403,200,000: ounces, 
compared to 312,200,000 during 1937; and Treasury 
holdings at the year’s end at 2,575,000,000 ounces, com- 
pared with 2,171,800,000 held Dec. 31, 1937. Its acqui- 
sitions during 1938 were divided as follows: from do- 
mestic ores, 60,300,000 ounces; from nationalization, 
1400 ounces, and from inter-government agreements 
and open market purchases, 342,900,000 ounces. 

Reviewing the Government’s silver buying program, 
Handy & Harman made it clear that there are two sep- 
arate authorizations for the acquisition of silver: (1) 
The proclamations of the President which instructed 
the mints to receive all newly mined silver of domestic 
origin for coinage or for addition to the monetary stocks 
of the United States, to be paid for at the coinage value 
of $1.29 per ounce, less the deductions decreed, and 
(2) the Silver Purchase Act of 1934 which aims to have 
and maintain one-fourth of the monetary stocks of the 
United States in silver. Because domestic new-mined 
silver was purchased at higher prices obtainable under 
the Presidential proclamations, the Silver Purchase Act 
applied only to metal of foreign origin. 

However, the act has failed as a monetary measure, 
the firm holds, and can never obtain its objectives. In 
view of the continued buying of gold by the Treasury, 
it is necessary to purchase an additional 1,165,000,000 
ounces of silver to arrive at the ratio of one-fourth silver 
to gold, despite the fact that 1,888,000,000 have been 
taken already. The amount yet to be acquired is only 
163,000,000 ounces less than the original requirement. 

“In the face of this record, Congress may give con- 
sideration to the desirability of discontinuing the pro- 
gram established by the Silver Purchase Act.” 
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There is a holiday atmosphere of gayety 
about this new Ellmore pattern—Fiesta— 
an animated air quick to catch the eye of 
those who delight in fresh and original in- 
terpretation in the sterling craftsman's art. 
Your customers will be enthusiastic over the 
exclusive styling and workmanship of this— 
and other—Ellmore sterling hollowware 
patterns. They will be impressed—as will 
you—at the lower cost of Sterling by ELL- 
MORE. Complete information will be 
worth having. Write TODAY for your copy 
of Ellmore's new catalog which presents the 
broad selection of Ellmore patterns—every 
one a truly outstanding value. 


Included in the ''Fiesta'' series are sand- 
wich and luncheon plates, bowls, com- 
potes and bonbon dishes in a variety 
of sizes. Illustrated above is a ''Fiesta'' 
sandwich and luncheon plate and bon- 
bon dish—below is a ''Fiesta'’ compote. 
The skill of Ellmore craftsmen is exempli- 
fied in the delicate embossing and die 
chasing which characterize this pattern. 


THE ELLMORE SILVER CO. 


Department F—Meriden, Conn. 
New York: 347 Fifth Avenue 
San Francisco: 830 Market St. 








YOU CAN “zest easy”. , 


when 





YOUR OLD GOLD 


represents reai dollars. It is check- 
ed in carefully, tested, weighed, 
and valued strictly in line with the 


current market prices. 


SHIPMENTS ARE HELD INTACT 


Our check is mailed on the same 
day your lot arrives. Unless it 
comes up to your expectations it 


will be returned intact, prepaid. 


JEWELERS KNOW THEY CAN 
rest easy by shipping direct to 


¥ H oO M A Ss 5 
>) | ee 


m4 /eecious ela J own O10 GOLO 
NANO. BU CHICAGO rr 


ANO PLANT AND SALES OFFICE 
1900 W KINZIE ST 55 E.WASHINGTON ST 
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CURRIER & IVES PRINT OF LINCOLN'S ASSASSINATION 


HO has ears and has not heard the story of why 
the hands on dummy watches point to 8:18? 

“On the morning of April 15, 1865, a New York sign- 
maker was engaged in tracing the stencil for the dial 
of a dummy watch, when in rushed the jeweler, whose 
shop the sign was to decorate. He quickly explained that, 
as President Lincoln had died at 8:18, he wanted the 
hands painted at that position, to memorialize the fateful 
hour and minute. The signmaker complied, and, pleased 
with the appearance of his finished handiwork, he there- 
after painted all his watch hands in the same position, 
and thus the widespread custom had its beginning.” 

The story is attributed to a son, who inherited the 
signmaker’s business and perpetuated the custom, with 
great profit, throwing in the explanation with each order 
for a jeweler’s sign. 

Is this the version you have heard, or, as the story 
came to you, was the sign-painter high on his ladder, 
touching up the dial, when the unhappy news reached him 
and inspired his memorial act? 

A more impressive story reports “the meeting of the 
National Jewelers Association, which, being in convention 
at the time of the President’s assassination, took formal 
action, resolving that the signs of all members should, 
forever after, be silent reminders of the tragic moment, 
8:18.” 

All the versions have one basic characteristic in com- 
mon, which is that they are completely fanciful. There 
is not a shred of truth to any of them. President Lincoln, 
attending a performance of “Our American Cousin” in 
Ford’s Theatre in Washington, on the evening of Friday, 
April 14, 1865, was shot by the actor John Wilkes Booth. 


The author is a son of the late Dr. William E. Barton, 
who was recognized as the foremost Lincoln author- 
ity of these times. Following his death in 1930, his 
Lincoln library of 4000 volumes was acquired by the 
University of Chicago, where it has become the 
nucleus of an important special library of Lincolniana 
and Civil War material. Another son of Dr. Barton 
is Hon. Bruce Barton, Congressman from New York 
and a well-known advertising agent and author. 
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The truth 
about 8:18 


by ROBERT BARTON 


Expleding the myth that the 
hands of jewelers’ dummy 
watches are set at 83.18 to com- 


memorate the hour Lineoln died 





TWO OLD JEWELERS' DUMMY-WATCH SIGNS 


The shot was fired a few minutes after 10 o'clock. The 
play had begun at 8:30, but the presidential party was 
late in arriving and was not seated until about 9 o'clock. 

Booth made his escape from the theatre. The wounded 
President was carried out to the street by bewildered 
attendants who had no idea where to take him, except 
to some near and convenient place where medical atten- 
tion could be given. A young man, William T. Clark, 
heard the noise beneath his window and ran outdoors to 
investigate. Learning the news, he offered the shelter of 
his modest room, in the lodging house of William Peter- 
sen, directly opposite the theatre on 10th St. In Clark’s 
bed, Abraham Lincoln was laid, and there he died, the 
following morning. The time was 7:22. Braye 

As for the jewelers’ convention, the national” associa- 
tion did not exist prior to 1903, and there is no authentic 
record of any other jewelers’ meeting in that year. 

Few things are more enduring than folk-tales. They 
survive exposure, refutation and disproof, and the 8:18 
myth is no exception. Despite the many times it has 






















































FISHER LOCKETS 
ARE Highest Quality 


l‘isher offers what is probably the most com- 
prehensive line of lockets on the market. There 
are hundreds of styles and sizes, from popular 
romantic shapes to modern designs of. which 
the Patented Book numbers are best sellers. 
isher leckets reflect the heritage of genera- 
tions of* locket manufacture and are fine ex- 
pressions. “of jewelry craftsmanship in every 
detail in Gold Filled, Sterling Silver and Gold 
Plate . qualities. Ask your Wholesaler for 
FISHER Lockets! 


J. M. FISHER COMPANY 


Manufacturer to the Wholesaler for Over Fifty Years 
EST. ATTLEBORO, MASS. 1879 
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been exploded, it still persists. Within recent months 4 
correspondent of so well-informed a publication as “Aq. 
vertising Age” seriously retold the ancient legend 4, 
gospel truth. 

He may well be forgiven, for there are many as sure 
as he of their misinformation. As a little experiment jn 
research, this author wrote inquiring letters to a number 
of manufacturers in the watch-making industry, and to 
horological societies as well as to several publications jy 
the jewelers’ field. 

The replies from the watch manufacturers were inter- 
esting but less informative than might have been expected, 
Perhaps the inquiry seemed too unimportant for serious 
reply. But the Waltham Watch Co. added an interesting 
tid-bit to the investigator's findings. In the publicity 
of that company, Waltham watches are customarily 
shown with their hands at 7:20, which happens to be the 
time the factory starts work in the morning. 

Another reply revealed that, for many years, Hamilton 
watches have been shown with their hands at 10:12, be- 
cause “‘the hour hand, exactly on the minute mark past 10, 
and the minute hand, on the second minute past 2, give 
a fair balance of the hands in the upper half of the dial, 
and interfere in no way with the word ‘Hamilton’ on the 
dial or with the seconds bit at the bottom of the dial.” 
The letter went on to explain that common sense, rather 
than sentiment, established the 8:18 setting in common 
use. 

“A position was sought for the hands,’ the company 
said, “in which they would not conflct with the name of 
the jeweler, painted across the top of the dial. A balanced 
position was desirable, as well as one which showed an 
actual timing position. The setting at 8:18 answered all 
these requirements perfectly.” 

There, briefly, are the facts which explain why jewel- 
ers’ sign-watches are so uniformly synchronized at 8:18. 
These are, and always have been, the logical reasons and 
the only reasons, not only for all the 8:18 settings but 
also for the exceptions, occasionally noted, in which the 
hands are set at 12:55, or 9:14, or at 18 minutes of 4, a 
familiar variation of the 8:18 position. 

All of these give symmetry and balance to the dial, and 
the jeweler may suit his own preference, entirely, as to 
the instructions he gives his sign-maker. Free from any 
to 
whether he wants his own name to appear at the top or 
bottom of the dial, and then, which arrangement of the 
hands contributes to the most pleasing composition. 
These are the only considerations. 

In this respect, dummy watches made since 1865 do not 
differ in the slightest from those which were made before 
Lincoln’s time. The 8:18 position was an early discovery 
and was in use long before Mr. Lincoln reached the White 
House. 


sentimental obligation, he can please himself as 


The 8:18 legend is only one of a thousand associated 
with the name of Abraham Lincoln, and, since it is so 
deathless, it is well that it does no harm. For there is 
little likelihood that it will die, with the publication of 
these facts. It may die, in time, as modern store fronts 
relegate the dummy watch to antique dealers’ auction 
But that date is still far away. Meanwhile the 
perennial story is as robust as ever. And the author of 
this article fully expects to write another like it, ten years 
hence. 


rooms. 
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OO Lines at New York Show 


by RICHARD H. LESLIE 


OW just what, in itself, is a gift show? It presents 
an imposing—yes almost bewildering—array of 
giftwares. and hundreds of other ‘‘wares.” from all four 
corners of the earth. Not only is an almost unbeliev- 
ably varied assortment of gift items displayed, but. of 
equal importance, they are all the newest of the new. 

Take the New York Gift Show, for instance, Feb. 20 
through 24, occupying four full floors of the Pennsyl- 
vania Hotel in Manhattan. This will be the largest 
winter show in the history of this perennially successful 
event, and the 500 lines that will be shown will be only 
seven per cent under the record number that comprised 
last summer's New York show. 

Importers and retailers of giftwares are only now 
realizing the full importance of Czecho-Slovakia prior to 
the Munich agreement, and, with the glass and pottery 
centers of Sudetenland now part of the Reich, the gift- 
wares industry is turning to domestic, British, French 
and Seandinavian sources for types of goods previously 
coming from that part of Czecho-Slovakia that now be- 
longs to Germany. 

Visitors to the New York and other shows, therefore, 
will be privileged to “preview” a host of new lines. 

Any one gift show will present more possibilities from 
several new angles than your mind can “digest” in six 
months or a year. For, you will find, for months after- 
ward, that new ideas will constantly keep bobbing up 
to the surface of your mind, as you happen to recall this 
or that idea or display or some particular gift item, or 
this or that idea which was worked out at some of the 
shows. 

Just for example: the Blank Co., we will say, which 
specializes in lamps, presented a most unusual method of 
display at one of the shows. And that original method, 
and its effectiveness, is bound to stick in your mind for 
months to come. Not only that, but you alsg seem to see 
those lamps visualized in your mind as well. And when 
the proper time comes, you know just how effective a 
few of the Blank Co.’s lamps, displayed in that original 
way, are going to be in your own shop. 

This one little instance, then, has given you at least 
one brand new idea that probably will stick in your 
mind forever after—namely, that lamps can be effect- 
ively displayed in some manner other than setting them 
all out in a row. 

That was one valuable suggestion that you got in re- 
gard to only one line. And since any show offers you a 
display of thousands and thousands of articles besides, 
consider, then, the numerous new ideas about gift mer- 
chandise and the display of same that you ought to bring 
This does not 


imply, of course, that you want to stop with attending 


home with you from one show alone. 


only one show. 
Each exhibitor has brought forth the newest and best 
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GIFT SHOW CALENDAR 


Chicago Gift Show, Palmer House, Jan. 30-Feb. 10. 
Merchandise Mart Gift Show, Chicago, Jan. 30-Feb. |. 
New York Gift Show, Pennsylvania Hotel, Feb. 20-24. 
Boston Gift Show, Statler Hotel, March 6-10. 


Philadelphia Gift Show, Benjamin Franklin Hotel, March 
20-24. 








of his items. He has too, given time and thought as to 
the best manner of presenting them. You are given a 
panoramic view of what is newest and best in the field 
of gift merchandise. 

Pay special attention to those items which are of the 
general type suited to your class of trade, and also to 
new items which you might also wish to add to your line. 
By holding to these two thoughts you have a sort of 
compass whereby to steer, and can thus more easily and 
expeditiously find your way about. Knowing in a general 
way what you are looking for, you will quickly recognize 
it when you see it, thus be able to keep moving right 
along from one point to another, at a good pace, and 
cover the ground quickly. 

It is not difficult to choose if you are one of those per- 
sons who knows what he wants. And that is the type of 
person a jeweler with a gift department should be. 
There is no place in this line of business for the “I don’t 
know” type of person. And so, in the case of the 
“strong minded” proprietor, the more there is to see the 
greater the zest for seeing. There is no confusion about 
his state of mind, and clear-headed and clear-visioned, 
he is missing nothing. And, back home again he feels 
well content with the results of his trip to the gift show. 
New goods ordered, a thousand and one new ideas as- 
similated and new personal contacts made. Oh yes, in- 
deed, taken all in all, this gift show, and all the other 
gift shows on the calendar, are well worth while, says 
the live, progressive up-to-minute retail jeweler. 


The New Martinsville Glass Co. of New Martinsville, 
W. Va., and the Silver City Glass Co., of Meriden, Conn., 
last month announced a number of sales appointments. 
C. W. Parks now represents both companies in New 
York State, succeeding Ernest Dower who confines his 
efforts to New England. D. J. Sullivan, formerly repre- 
senting the U. S. Glass Co. in New England, represents 
the two companies in Indiana, Ohio, Michigan and Ken- 
tucky. The Putscher Sales Co. is the Metropolitan New 
York representative for the Silver City Glass Co. Frank 
Roberts, who represented Pairpoint Corp. in the south 
for 18 years, now is joint representative there for New 
Martinsville and Silver City. 














®@ From Louis Stern Co.'s new line of @ The new Argus automatic film ad- 


®@ Knapp-Monarch's health campaign 

deal includes heating pads, infra-red flower jewelry, made in gold filled and vance camera, model D 35 mm, just an- 

ray lamp, vibrator, hair dryer and vapor- sterling silver, to retail from $4.50. Sold nounced by International Research 
Corp., permits rapid-fire action shots. 


izer, with special display. through wholesalers. 





® Circle brooch with 21 cul- 

tured pearls mounted in 14K 

yellow gold, by Leys, Christie 
& Co. $100 list. 





® To preserve baby's first little shoes, 

the Bron-Shoe Co. offers the new Classic 

metal bookends, finishing the shoes in 
solid metal to match the bases. 


@ "Multichron,” the new 
wrist-watch chronograph by 
Jules Racine & Co., includes 
watch, timer, chronograph, 
tachometer and telemeter in 
one waterproof case. Retails 


from $50 to $55. 





® The new Dixon Rite-Rite "Threadline" pencil, with propel- 

repel-expel action, is made with thin-sized lead by the Rite- 

Rite Mfg. Co., Chicago, to sell at 49 cents. W. A. Shaeffer 

Pen Co. uses the same lead in its Fineline higher-priced 
pencils. 





@ The new Gruen "Veri-Thin" wrist watch 

for men, selling from $29.75 to $42.50, is 

50 per cent thinner at the sides and ends 

to fit the spherical arc of the case, 

through an ingenious arrangement of 
the wheel train. 


® Carson Mfg. Co., Chicago, offers the 
"Airgraph," which tells at a glance 
whether a healthful relation exists be- 
tween the humidity or moisture and the 
temperature of room air. $3.50. 
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FAIR TRADE SURVEY 
(From page 42) 


All state laws should be uniform, or there should be 
Federal legislation for the maintenance of minimum re- 
sale prices on trade-marked merchandise.” 

One major watch company has signed contracts in 
half a dozen states and is proceeding quietly along lines 
laid out by its attorneys. Another has experimented 
with price maintenance in a couple of states, where 
there were special distribution problems. “The fault 
of the acts is that it is left up to the wholesaler or 
manufacturer to prosecute in each instance, the results 
depending a good deal upon the interpretation by the 
courts,” said the head of another watch manufacturing 
company. 

In the plated silver industry, both Oneida and Inter- 
national have succeeded with price maintenance during 
more than a year. 

The Stieff Company, Baltimore, seems to be the only 
sterling silverware manufacturer with Fair Trade con- 
tracts. The majority of sterling manufacturers are 
proceeding on the attitude that their distribution is so 
carefully guarded that neither they nor their regular 
outlets see the need for operating formally under the 
Fair Trade acts; they are carefully studying develop- 
ments, and several indicated that they may experiment 
with contracts in one or two states. 

The trade-in allowance has turned out to be a major 
headache for producers of articles with a trade-in, such 


as the watches and cameras. In not a few instances 
retailers have used excessive trade-in allowances to avoid 
the provisions of the law and to undersell competitors. 
Against such practices little can be done from a legal 
point of view, and one manufacturer admitted frankly 
that the trade-in allowance may blow up the whole 
scheme. 

With such difficulties in the practical operation of 
lair Trade acts, it may be asked whether the Fair 
Trade acts are worth the sacrifice. We have put before 
manufacturers a question of how the acts have affected 
their business. It is noteworthy that with a few excep- 
tions manufacturers did not find that price maintenance 
has boosted their sales, although some of them reported 
an increase of sales in one area or the other, due to the 
larger support of retailers. As a rule, the manufacturer 
looks upon Fair Trade favorably in so far as it permits 
him to fortify a policy of price maintenance, but he does 
not underestimate the difficulties of its enforcement both 
from the marketing and legal angle. 

Our survey of the three groups engaged in the manu- 
facture, wholesaling and retailing of jewelry store mer- 
chandise has brought out one point. Enforcement is the 
central problem on which the future of price maintenance 
will oscillate. In this respect, the retailers have blamed 
the manufacturers for not cooperating 100 per cent and 
the manufacturers are inclined to put the blame on re- 
tailers for their lack of compliance. 

It may be hoped that this survey will contribute to 
encourage cooperation between producers and distribu- 





"Manicure Sel 


With 


°° JEWEL - 





@ No. 807—at $5 retail with 18-karat gold-plated 
fittings—is just one of the exquisitely styled mani- 
cure sets which you should have on display. Other 
sets from $4 to $20. 
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APPEAL’? 


Jewelers are fast discovering 
in Bates Crystal Manicure 
Sets, a new type of merchan- 
dise which quickly appeals to 
their best customers. Sell these sets to 
men who want a rich-looking gift with 
personality, but not too personal. Your 
women customers will buy them for 
their smartness of design, and latest 
ideas im manicure accessories. You’ll 


receive credit for your good judgment 
in a very profitable way. Jobbers are 


protected. Write for details. 


Co. (Bakes 4 SOW 


Chester,Conn. New York Office: 565 Fifth Ave. 





tors, and that retailers will recognize the difficulties in- 
volved on the part of manufacturers—especially of 
smaller manufacturers to cope with the intricacies of the 
legal situation. On the other hand, manufacturers should 
realize that Fair Trade is not merely a tool for adver- 
tising their loyalty to retail distributors. If not properly 
| enforced, the Fair Trade acts are a liability rather than 
an asset to any trade. 








| CONCENTRATING ON QUALITY 
(From page 65) 


eee DUNCAN 


“FIRST LOVE” Etched Crystal to customers 
who have 1847 Rogers Bros. “FIRST LOVE” 


chinaware that is distinctive and has merchandising 
points easily understood and featured. 

Miss Dorothy Orr has contributed much to the success 
of this line through her ability to set tables for all 
occasions in such manner that the settings bring out the 
most distinctive features of the distinctive line. 

She maintains a table at all times in the rear of the 
store, set with both china and the featured silver pattern. 
Before she sets a table, she works out a complete plan 
and nothing gets on the table that does not blend fully 
with the theme of the table. It may be a buffet dinner 
set for a bachelor’s apartment, or a table for a bridal 
breakfast——-whatever it is, the theme is carried out ex- 








Created by special arrangement with International Silver 
Co. Backed by national advertising in Better Homes and 
Gardens, House and Garden, American Home. Thousands 
of women have already written to us for names of dealers 
who carry it. We are anxious to refer them to you. 


Introductory Jewelers’ Sets—4 each: Goblets. Tall Sherbets, 


8-in, Round Salad Plates . . . $6.00 net, packed in cartons, pertly. 

F.O. B. Washington, Pa. Minimum quantity: 3 sets. She contacts prospective customers for china person- 
The Denese Oe Gass Co., Wartingten, Pe. ally, by watching society news. The company also finds 
seal: icen anaanadiacanecabieie einai | that it can sell a lot of china and silver by personai 
NN FSR AERE HENS DRTN TRS poe Neen a gtd b se bs dress | contact with persons building new homes. It is the 
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proper time to stress high quality tableware, Mr. Girard 
finds; and the firm gets in touch with every family in 
the vicinity that is building a home in the quality class. 

The firm carries out the same idea of specialization 
in the sale of watches. It features one quality line 
above all others and in all advertising and selling it 
| stresses the great value of punctuality in business and 
social life. ‘Always on time with a Dickason-Girard 
Watch,” is the slogan used with all watch advertising. 
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JEWELERS AT GOLDEN GATE 
(From page 54) 


Look at the record of the Christy Sport Knife 
—nearly a quarter of a million sold since 
first announced little more than a year ago! 
—over 5000 dealers now handling !—dealers 
have reordered as many 
as 15 times! Live over- 


sociation of California and the Horological Institute of 
America for their joint convention is as follows: 


MONDAY, FEB. 20 


Registration and joint luncheon. 


TUESDAY, FEB. 21 
10:00 A. M.—Welcoming meeting. 
Noon—Luncheon. 
2:30 P. M.—H.1I.A. session. 
8:00—General meeting. Principal speaker, Harrison F. Bab- 
cock, Cleveland, Ohio, H.I.A. president, talking on Leg- 
islation and H.I.A. cooperation. 


WEDNESDAY, FEB. 22 


the-counter demand 


from national advertis- 
ing which continues this 
year in 18 magazines 
with 30 million readers! 
@ Get your share of this 
profitable business. Don’t 





delay! Order at once from 


Attractive 4-color easel ° 
display eard (8” x 10”) your jobber or direct. See 


free with order for ‘2 




















doz. or more. coupon below. 10:00 A. M.—Joint directors’ meeting. 
—_——_—_——oo 8:00 P. M.—Illustrated technical lecture by laboratories of 
THE CHRISTY CO., Fremont, Ohio. CK-é | Horology by Louis and Sam Levin. 
Send....... doz. Christy Sport Knives at $7.20 per d 5 
F.O.B. Fremont, Ohio. (We prepay Glepine anes ak | aes Size THURSDAY, FEB. 23 
orders for 3 doz. or more.) é | ee 8:00 P. M.—Clinic. Speaker, John J. Bowman, Bowman Tech- 
ilustrated above, nical School and Technical editor, Tae JEwevers’ 
eee tou | each in attractive CrrcuLar-KEYSTONE. 
gift box, $7.20 doz., 
ae | to retail at $1.00 FRIDAY, FEB. 24 
—_— 2 ee. 8:00 P. M.—Clinic. Speaker, Howard F. Beehler, Hamilton 
ie recteg | Watch Co., Lancaster, Pa. 
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Pawnbrokers Bow to Jewelers’ Committee in Test Case 





Court of Appeals Holds L. W. Sweet & Co. May Recover 
Ring ‘Hocked’ by Individual Holding It on Memorandum 


A legal decision of momentous impor- 
tance to the jewelry industry was 
handed down on Jan. 17, by the Court 
of Appeals of the state of New York, 
which has unanimously confirmed the 
decision of the lower court in the case 
of L. W. Sweet & Co. vs. the Provident 
Loan Society. 

The facts of this case, it will be re- 
membered, are as follows: A certain in- 
dividual had obtained on memorandum 
from the plaintiff, L. W. Sweet & Co., 
Inc. 170 Broadway, New York City, a 
diamond ring valued at $750 on the rep- 
resentation that he knew of a prospec- 
tive customer to whom he believed it 
could be sold. 

However, this man, shortly after ob- 
taining possession of the ring, pawned it 
with the defendant, the Provident Loan 
Society of New York. L. W. Sweet & 
Co. thereupon sought a writ of replevin 
which was contested by the Provident 
Loan Society on the ground that they 
were protected against such replevin 
by the Factors Act, which provides that 
an agent or factor entrusted with the 
possession of merchandise for the pur- 
pose of sale shall be deemed the true 
owner thereof so far as to give validity 
to any contract made by such agent for 
the sale or disposition of such merchan- 
dise and for any money advanced by any 
other person upon the faith thereof. 

L. W. Sweet & Co., supported by a 
committee of leading jewelers, took the 
position that the Factors’ Act did not 
apply because, first, the agent who 
pawned the ring obtained possession of 
it by means of a common law larceny 
by trick and device and, second, be- 
cause goods on memorandum are not de- 
livered to the agent for general sale but 
only for a limited purpose, for the sale 
to a particular person for a_ specified 
price and that title to the goods does not 
pass to the agent under such circum- 
stances. 

The trial court ruled in favor of L. W. 
Sweet and the jewelers’ committee and 
granted the judgment in replevin which 
was promptly appealed by the Provi- 
dent Loan Society. 

A reversal of the judgment would 
have been a serious blow to the jewelry 
trade since it would have established a 
precedent that would have tremendously 
increased the risk of furnishing goods on 
memorandum. A committee therefore 
was organized under the chairmanship 
of Jacob Mehrlust and including Simon 
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Barend, P. Irving Grinberg, Walter N. 
Kahn, Clifford Lamont, William Ogush 
and Kenneth Van Cott, representing the 
jewelry industry to assist in fighting the 
case in behalf of L. W. Sweet & Co. 

Funds were raised by voluntary con- 
tributions from men in the jewelry trade 
solicited by members of the committee; 
an able attorney, Richard C. Murphy, 
was engaged; and a brief was filed in 
behalf of the committee in the capacity 
of amicus curiae in the case. 

Mr. Murphy, assisted by David David- 
off and Alfred P. Singman, joined with 
S. L. Brennglass and David Schlang, at- 
torneys for L. W. Sweet & Co. in argu- 
ing the case before the Court of Appeals. 

The decision which was handed down 
on Jan. 17 unanimously upheld the 
judgment of the lower court. The prece- 
dent is thus definitely established that 
the Factors Act is not applicable in such 
cases and, consequently, goods obtained 
by an agent under such circumstances 
may be replevined by their true owner if 
sold or pledged by the person so obtain- 
ing them. 

The importance of the decision to the 
jewelry trade, where the sending out of 
valuable merchandise on memorandum 
is so common a practice. is obvious. 


Gen. Johnson Will Address 
N.E.M.J. & S.A. Dinner, Feb. 11, 
At Providence Biltmore Hotel 

Provinence—The New England Manu- 
facturing Jewelers and Silversmiths As- 
sociation has announced that Gen. Hugh 
S. Johnson will be the principal speaker 
at the association’s annual banquet to be 
held Feb. 11 at the Providence Biltmore 
Hotel. 

The toastmaster for the evening will 
be James V. Toner, vice-president of the 
Boston Edison Co. and a former presi- 
dent of the jewelers’ association. Invita- 
tions to the affair have been sent to the 
governors of Rhode Island and Massa- 
chusetts, to the mayors of Providence 
and Attleboro and to congressmen from 
this area. Approximately 400 are ex- 
pected to attend. 

The committee in charge of the ban- 
quet is as follows: Ralph L. Griffith. R. 
L. Griffith & Son Co., chairman; William 
G. Lind, T. W. Lind Co.; Edwin G. Cum- 
mings, Jr., General Chain Co.: Frank 
R. Budlong, William C. Greene Co.; Carl 
Schraysshuen, Carl-Art, Inc.; Sturgis C. 
Rice, Whiting & Davis Co.: Charles 
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Brier, Brier Mfg. Co.; Ralph L. Griffith, 
Jr., R. L. Griffith & Son Co.; Kenneth J. 
Cummings, General Chain Co.; Joseph H. 
lancor, Lancor Mfg. Co.; Donald Le 
Stage, Jr., Le Stage Mfg. Co.; Raymond 
I.. Wells, Wells Mfg. Co.; H. Benjamin 
Whitaker, Bridgeport Brass Co.; J. 
Stafford Allen, John F. Allen & Son, 
Inc.; Hayward H. Sweet, R. F. Sim- 
mons Co.; W. Clarke S. Mays, Mays 
Mfg. Co.; William J. Gow, D. M. Wat- 
kins Co.; Frank R. Drew, Handy & Har- 
man; H. Dean Baker, Jr., Attleboro 
Refining Co., and Edson W. Sawyer, Im- 
proved Seamless Wire Co. 





Jevelers' Publicity 
Work to Be Extended 
And Intensified 


Spontaneous suggestions from a con- 
siderable number of persons in all 
branches of the jewelry industry, manu- 
facturing, importing, wholesaling and 
retail, have prompted the Jewelers’ Pub- 
licity Committee to consider plans for 
widening and strengthening the work 
which this committee is carrying on for 
the purpose of stimulating sales of 
jewelry to the consuming public. 

An informal meeting presided over 
by William D. MeNeil, chairman, was 
held in the rooms of the 24-Karat Club 
in New York Citv on Saturday, Jan. 21, 
to discuss means and methods by which 
this might be accemplished. 

Following a discussion of suggested 
plans, Mr. McNeil was instructed to ap- 
proach various organizations in the 
jewelry trade with a view to strength- 
ening and widening their representation 
on the committee to make it more com- 
pletely representative of all interests. 
It is the hope of the committee that this 
action with its consequent developments 
will result in improving and carrying 
still further the excellent work which the 
committee has already done to popular- 
ize jewelry merchandise. 


DENHAM C. LUNT RE-ELECTED 
PRESIDENT OF STERLING GUILD 


The Sterling Silversmiths Guild of 
America held its annual meeting on Sat- 
urday morning, Jan. 14, at the Guild’s 
office, 20 W. 47 Street, New York, at 
which time Denham C. Lunt, of Rogers, 
I.unt & Bowlen Co., Greenfield, Mass., 
was re-elected president. Alexander Vin- 
cent was re-elected vice-president and 
secretary. the office he has held for a 
number of years. Herbert Reeves, comp- 
trol'er of the International Silver Co., 
Meriden, Conn.. was elected treasurer. 
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America’s Jewelry Leaders Again Converge on Gotham for 24 Karat Fete 
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Guests of the club, left to right: William Gibson, president N.A.C.J.; John G. Leiner, president, Chicago Jewelers Association; A. J. Roden, Presi. 
dent, Canadian Jewelers Association; Denham C. Lunt, president, Sterling Silversmiths Guild of America; the Rev. W. Warren Giles; President 
Price; Myron Everts, president, A.N.R.J.A.; William D. McNeil, chairman, Jewelers Publicity Committee; Frederick A. Ballou, Jr., president, the 
Jewelers Board of Trade; Willard O. Ormsbee, president, New England Manufacturing Jewelers and Silversmiths Association, and Henry R. Arnold, 


Seven hundred men of the jewelry 
trade, members of the 24 Karat Club of 
New York City and their guests, turned 
out for the club’s 37th annual banquet 
at the Waldorf-Astoria on Saturday 
night, Jan. 14. As has come to be a 
tradition in the jewelry trade, the ban- 
quet was an outstanding success from 
every point of view. The attendance was 
close to previous high water marks; the 
dinner was such as only the inimitable 
Oscar of the Waldorf can provide, and 
the entertainment which followed in- 
cluded some of the best talent that New 
York City affords. The souvenir of the 
evening was a _ handsome  over-night 
lady’s handbag, fitted with what to a 
mere man looked like an array of cos- 
metics, creams and lotions to gladden the 
heart of any woman. Perhaps that is 
what the committee had in mind—to 
make it easier for members and guests 
to square themselves at home after an 
evening out. 

The tradition of the 24 Karat Club 
banquets is so well established that it 
seems almost superfluous to comment on 
the good fellowship and_ friendliness 
which was everywhere manifested. Every- 
thing combined to make it an enjoyable 
and memorable evening. 

With the usual promptness and per- 
fection of timing which has always char- 
acterized 24 Karat Club affairs, the re- 
ception preceding the dinner began at 
6:30. The reception committee was 
headed by Albert E. Levy as chairman, 
assisted by Sigmund Cohn, Frank S. De- 
marest, Clifford F. Lamont, Craig D. 
Munson, Lee Reichman, W. Waters 
Schwab, Frank T. Sloan, Charles W. 
Sommer, Thomas J. Tierney and Otto 
D. Wormser. 

Promptly at 7 o’clock, the bugle blew 
and members and guests found their 
places at the 66 tables in the ball room. 
The proceedings began with the singing 
of “America” by the assembled diners 
and invocation and blessing pronounced 
by the Rev. W. Warren Giles. Daniel 
Price, the newly elected president of the 
club, welcomed the members and their 
guests in a short speech and the serving 
of the banquet commenced promptly at 
7:35. Following the closing of the meal 
at 9 o’clock, there was a brief intermis- 
sion during which the banqueteers cir- 
culated among the tables greeting old 
friends and renewing old acquaintances. 
At 9:15 the bugle blew again summoning 
the assembly to return to their seats for 
the program of entertainment which fol- 
lowed. 

Music was furnished by the Meyer 





president, Boston Jewelers Club. 


Davis orchestra with Jack White as mas- 
ter of ceremonies, the entertainment be- 
ing under the supervision of Richard W. 
Krakeur. 

Nine acts were presented in addition 
to White’s ad libbing, two of them being 
ensemble numbers from Billy Rose’s Dia- 
mond Horshshoe. Sheila Barrett with 
her lifelike impersonations of Lionel 
Barrymore, Katherine Cornell and May 
West drew a storm of applause; Gloria 
Franklin and Mary Jane Walsh sang 
current popular ditties and Lorraine & 
Rejnard presented a laughable comedy 
dance number. With the singing of Auld 
I ang Syne following the grand finale the 
banquet came to an official close. 

Guests of honor at the head table were: 
Rev. W. Warren Giles, Henry R. Arnold, 
president, Boston Jewelers’ Club; Fred- 
erick A. Ballou, Jr., president, The 
Jewelers Board of Trade; Alpheus L. 
Brown, honorary member, The Jewelers’ 
24 Karat Club of New York City; Myron 
Everts, president, American National 
Retail Jewelers Association; William 
Gibson, president, National Association 
of Credit Jewelers; J. G. Leiner, presi- 
dent, Chicago Jewelers’ Association; 
Denham C. Lunt, president, Sterling Sil- 
versmiths Guild of America; William D. 
McNeil, chairman, Jewelers’ Publicity 
Committee; Willard O. Ormsbee, presi- 
dent, New England Manufacturing 
Jewelers & Silversmiths Association, and 
A. J. Roden, president, Canadian Jewel- 
ers’ Association. 

The banquet committee was headed by 
G. H. Niemeyer, whose usual masterly 
hand was shown in the smoothness with 
which the entire affair was run off. 
Assisting him on the committee were: 
Walter Eijtelbach, Walter N. Kahn, 
Julius Kaufman, R. C. Linthicum, Ray- 
mond Mehrlust, Edward H. Muhlfeld, 
Reginald Reichman and John A. Som- 
mer. 


New York State Watchmakers' 
Convention Scheduled Apr. 16-17 
At Hotel Powers, Rochester 


Rocuestern, N. Y.—The New York 
State Watchmakers Association, formed 
last April 5, when about 200 upstate 
watchmakers gathered in this city, will 
hold its first state convention at the 
I1otel Powers, here, April 16 and 17. 

One of the prime matters of business 
will be in connection with the proposed 
watchmakers licensing bill, which is to 
be introduced at the current session of 
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the legislature. The association was 
formed primarily to foster licensing. 

A number of the prime movers of the 
association held an enthusiastic meeting 
last July, at Cooperstown, N. Y., and 
several of them came to New York last 
December to attend the annual dinner- 
dance of the Watchmakers Guild of 
Greater New York. 

There will be a display of all tools, 
materials, cabinets, watches, timing ma- 
chines with which the watchmaker is con- 
cerned, in connection with the conclave, 

Officers of the association are: Miles 
KE. Pooler, Rochester, president; A. 
Grohs, Buffalo, vice-president; R. A. 
Gutfrucht, Rochester, secretary; O. J. 
Dilger, Rochester, treasurer, and direc- 
tors, Mr. Pooler, J. L. Roehrich and 
H. B. Kahn, New York; A. Grohs, Buf- 
falo; L. A. Bevins, Utica; J. DeVogel, 
Albany, and B. D. Smith, Elmira. 


Oneida Community's 
Fair Trade Contracts 
Bolstered by Injunction 


Following its policy of vigorously en- 
forcing the maintenance of Fair Trade 
contract prices, Oneida Community, 
I td., has obtained a permanent injunc- 
tion against Benjamin E. Cloder, doing 
business under the name of the Benco 
Sales Co., New York City, prohibiting 
the Benco Sales Co. from selling Com- 
munity plate or Tudor plate at any fu- 
ture time at any price whatsoever. 

Action was brought under the Feld- 
Crawford Act which is New York 
State’s Fair Trade Act and is in pur- 
suance of previous legal steps by which 
a temporary injunction had _ recently 
been granted. The force of the present 
decision is to make the temporary in- 
junction a permanent one. 





HENTSCHEL'S SUCCESSOR NAMED 


MitwavKee, W1is.—Roman Wichtow- 
ski, 1105-A. S. 35th Street, was recently 
appointed to the state board of examin- 
ers in watchmaking by former Governor 
Philip F. LaFollette, in one of his last 
official acts. Wichtowski succeeds the 
late A. C. Hentschel. 





OIL CITY WATCHMAKERS MEET 


On Crry, Pa.—A dinner meeting of 
Horological Guild No. 3, membership in 
which is open to all watchmakers and en- 
gravers of Venango County, was held 
Jan. 12, at the City Hotel. 
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Chicago Jewelers 
Association Banquet 
A Complete Success 


Cuicaco—For genuine goodfellowship 
the annual dinner of the Chicago Jewel- 
ers Association yields place to none of 
the many social events on the American 
jewelry industry’s calendar, and the 63rd 
anniversary banquet that took place at 
the Hotel Sherman Tuesday night, Jan. 
94, lived up to every pleasant tradition. 

The foyer of the ballroom was again 
converted into a cocktail lounge, where 
members of the association and their 
guests from all parts of the country as- 
sembled in convivial groups. The 650 re- 
tail, manufacturing and wholesale jewel- 
ers thronged the lounge, trading stories 
and imbibing refreshments, until the 
trumpet sounded at 7 o’clock and they 
made their way to the attractively deco- 
rated tables in the ballroom. 

Members of the reception committee es- 
corted the guests of honor to their posi- 
tions at the speakers’ table, following 
which came the invocation. President 
John G. Leiner—presiding for the second 
time at one of these wonderful banquets 
as head of the association—spoke optimis- 
tically for 1939, and then, in a special 
tribute, singled out William Schlossman, 
who had served eight years as chairman 
of the Good and Welfare Committee. 
President Leiner told how he and Frank 
Milhening had gone to Mr. Schlossman’s 
home Jan. 21 and given him a chest of 
sterling silver tableware and a matching 
coffee service, on behalf of C.J.A. 

Music was furnished by Happy Felton 





TAKING THE TOWN 


“BY STORM! 


@ Thriiling hurricane 
staged with rain and 
lightning ... glamorous 
native -girl floor show 
accompanied by melo- 

\ dious music from the 
famous Islands... all 
in an authentic tropical 
setting. Unique in New 
York! 


“The friendly hotel in 

=) New York” offers you 
a key to the city! Its 

Fi convenient location in 

»4 the heart of the Grand 
Central area makes the 
places you want to go 
easily accessible. 
Choice accommoda- 
tions ... personalized 
service. 


HOTEL LEXINGTON, 


Lexington Avenue at 48th Street, New York 
Charles E. Rochester, ¥. P. & Managing Director 
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and his orchestra. The elaborate enter- 
tainment program after the dinner fea- 
tured “Gay Nineties,” the College Inn 
show. The souvenir was an Evans combi- 
nation cigarette case and lighter. 





CHARLES G. BROWN 
headed the banquet committee 


Guests of honor were: G. H. Niemeyer, 
president of Handy & Harman and chair- 
man of the Jewelers Vigilance Commit- 
tee; William Gibson, president of 
N.A.C.J.; Arthur E. Manheimer, Man- 
heimer Watch Co., president of the 
N.W.J.A.; Frederick A. Ballou, Jr., of 
B. A. Ballou & Co., president of the 
Jewelers Board of Trade; Guy B. Dick- 
inson, Charles T. Ross, Sol Hess, Col. 
Henry B. Chamberlain, Cornelius J. 





~ 


JOHN G. LEINER 
President of the C.J.A. 


Harrington, D. M. Ladd and Chief of 
Detectives John L. Sullivan. 

Charles G. Brown headed the banquet 
committee, assisted by Gus Weinfeld, 
George Engelhard, Fred A. Haller, Earl 
H. Stamm and President Leiner. Harry 
E. Radix, chairman of the reception com- 
mittee, was assisted by Einar Bagge, 
S. Y. Ball, A. C. Becken, Jr., Louis G. 
Buss, Ed Cain, Albert L. Ellbogen, Louis 
Eppenstein, Jack Friedland, Mare Gold- 
smith, Frederick M. Gottlieb, H. P. 
Haynes, Herman Hirsch, H. Paul Juer- 
gens, Jack Keenan, F. N. Kreissl, J. K. 
Marshall, Frank Milhening, John T. 
Montgomery, D. E. Newman, T. Albert 
Potter, Wm. A. Schlossman, W. T. 
Smith, J. G. Swartchild, and H. C. Van 
Pelt. 

A photograph of the banquet was not 
available when this issue went to press. 
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SPECIAL NO. J10 — 10/0 
size, Elgin or Waltham Men’s 
Watch in 10K yellow rolled 
gold plate case, stainless steel 
back, curved to fit the wrist, 
complete with leather strap— 








7-jewel, reduced from $7.50 to $6.00 
15-jewel, reduced from $9.50 to $7.50 










Send for our catalog and also our 
latest bulletin illustrating hundreds 
of exceptional values in high grade 
reconditioned, guaranteed watches. 







Weksler & Goodman, Inc. 


Distributors of Keystone, Star, Belove, 
Master and I.D. Watch Cases 


5 South Wabash Avenue 
Chicago, Ill. 
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Write for 
Illustrated Catalog 


KIMLER & DANIEL, INC. 
83 Canal St. New York 
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Made in Sterling Silver— 
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SIMONS BROS. CO. 
269 SOUTH 9th STREET 
PHILADELPHIA 
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Government Estimates Sales 
Of Jewelry at $276,000,000 
In 1938; Off 11.5% from 1937 


Sales volume of retail jewelers in the 
United States in 1938 amounted to $276,- 
000,000, a decline of 11.5 per cent from 
the 1937 figure of $312,000,000, accord- 
ing to preliminary estimates of the Bu- 
reau of Foreign and Domestic Commerce 
just made public by Harry L. Hopkins, 
Secretary of Commerce. Final estimates 
will be issued as soon as year-end infor- 
mation is complete. 

Total sales by retailers in all lines 
amounted to $35,290,000,000 a falling off 
of about 12 per cent from the 1937 | Ber 
of $39,900,000,000. Jewelers’ showing was 
therefore just a shade better than the 
average for all retail trades. 

Moreover, as pointed out by the sur- 
vey of Christmas trade conducted by 
Tue Jewerers’ Crrcutar-KeysTone and 
reported in the January issue, most of 
the loss from 1937 in the jewelry trade 
was sustained during the spring and 
early summer months and the trend is 
now forward again with current sales 
running ahead of the volume of a year 
ago. 

Sales in 1938 were below the 1937 level 
for all major lines of business. Dealers 
in automobiles and accessories were the 
worst sufferers with a loss of 35 per cent 
from 1937, although they still accounted 
for about 11 per cent of total retail vol- 
ume. Sales of furniture and household 
appliances were off by 17 per cent. Food 
stores and drug stores, as might be ex- 
pected, showed comparatively small 
losses amounting to 5 per cent or less. 

The year 1938 was the first one since 
1933 in which total volume fell before 
the previous year’s level. During the 
four preceding years there was a con- 
tinuous expansion from the depression 
low of $25,000,000,000 recorded in 1933, 
to $39,900,000,000 in 1937 when sales 
were higher than at any time since 1930 
and were back to within about 18 per 
cent of the 1929 total of .$49,000,000,000. 

However, the actual quantity of goods 
sold during 1938 more closely approxi- 
mated the 1937 volume than the dollar 
volume because of the fact that the gen- 
eral price level for the year averaged 
below that of 1937. 





Jewelers to Participate 
In New Credit Survey 
By Department of Commerce 


Wasuincton.—Schedules for the 1938 
Retail Credit Survey were mailed last 
month to jewelry stores and credit- 
granting retailers in ten other trades 
by the Bureau of Foreign and Domestic 
Commerce, Department of Commerce. 

The Retail Credit Survey was estab- 
lished as a semiannual study in 1930 
but has been issued on an annual basis 
since 1933. The interest of retailers 
in the study is itlustrated by the growth 
in the number of those who voluntarily 
co-operate from about 500 in the early 
years to over three times that many in 
1937. 

Presenting information on _ credit 
sales, open and installment collection 
ratios, and bad-debt losses, the survey 
satisfies a vital need of retail mer- 
chants by providing the means for 
checking the comparative efficiency of 
their credit operations. 

The 1938 report will also include spe- 
cial new information on_ installment 
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terms and policies which will be of ex. 
ceptional interest in view of the atten. 
tion attracted by that form of sellin 
in recent years. Mr. Rawls said that 
a preliminary release on that subject 
would probably be made very Sniortly 
after retailers’ reports are received, 
Every effort is also being made to as. 
sure the prompt release of the complete 
final report. Retailers are urged } 
the Department of Commerce to fil] out 
and send in their confidential reports 
immediately in order that there will be 
no delay in returning a free copy of 
the study to co-operators. 


3-Man Arbitration Board 
Is Named to Settle Dispute 
Between Busch and Strikers 


The proposal of Justice Salvatore Co. 
tillo of the New York State Supreme 
Court that the Busch Jewelry Co., of 
New York, and its striking employees 
submit their ‘roubles to a_ three-man 
arbitration board rather than have them 
settled by a court decision, gave promise 
last month of bringing to an end the 
strike which has continued since last 
May. 

“Courts can’t settle labor disputes” to 
the lasting satisfaction of both sides, 
counselled Justice Cotillo on Jan. 18, 
when he offered the plan as an alterna- 
tive to a final decision on the company’s 
plea for the extension of an injunction 
which barred all picketing of stores, 
Both factions accepted almost immedi- 
ately. 

The first session of the arbitration 
board, composed of Sidney Hillman, 
president of the Amalgamated Clothing 
Workers of America; Percy Magnus, 
president of the New York Board of 
Trade, and Louis Posner, former New 
York State mortgage commissioner, was 
scheduled for Saturday, Jan. 28. 

Since certain concessions have been 
made for a new contract to be written 
after the arbitration, including overtime 
pay at time and one-half, excepting for 
three weeks before Christmas and one 
other two-week period, the arbiters will 
have to rule on such matters as the com- 
pany’s right to make lay-offs; the basis 
of lay-off; the company’s right to dis- 
charge; whether there shall be a closed 
shop; whether there shall be a junior 
salesman category and whether there 
shall be a general arbitration clause. 


BAYAN TO LOUIS STERN CO. 


Provinence—Lawrence M. Bayan has 
taken over the duties of stylist and pro- 
duction manager of the Louis Stern Co., 
and its division, Waite-Evans Mfg. Co. 

Mr. Bayan, formerly with leadin 
Providence manufacturers and Fif 
Avenue, New York, houses, and for @ 
number of years a teacher in the jewelry 
design and shop production class at 
Providence Evening high school, is & 
recognized authority in his field. He has 
created a number of very impressive 
new lines of jewelry for Louis Stern 
Co. and has enlarged its bracelet, locket, 
cross and other lines. 

He is the author of a number of arti- 
cles on jewelry production. Through his 
frequent trips to Europe, and many con- 
tacts there, he is in constant touch with 
the newest developments in design. 








At a Christmas party held in Wren- 
tham, Mass., Swank Products, Inc., pre- 
sented bonus checks to nearly 500 em- 
ployes. 
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James L. Hand, widely known jewelry 
auctioneer, has moved his office from 87 
Nassau St. to 9 Maiden Lane. 

James F. Mackey is now Eastern rep- 
resentative of Bishop & Bishop, Newark, 
N. J. manufacturing jewelers. 

Nat Koslow, Inc., 42 W. 48th St., has 
opened a Pacific Coast office, in charge 
of Gilbert G. Keppler, at 220 W. 5th St., 
Los Angeles. 

Sam Newman, diamonds and mount- 
ings, 580 Fifth Ave., will call upon his 
trade this month upon his return from a 

ropean buying trip. 

"Ue Within. of J. Witkin & Son, 

Jatinum jewelry manufacturers, 7 W. 
45th St., married Miss Beatrice Braver- 
man, Brooklyn, on Jan. 7. 

J. W. Gibson, who was employed for 
51 years by William Wise & Sons, Brook- 
lyn jewelers, died Jan. 4 at his home in 
Roslyn Heights, at the age of 78. 

Joseph Lorintz, jeweler at 665 8th 
Ave., fell to his death from his ninth 
floor apartment, on Jan. 16, while at- 
tempting to repair his radio aerial. 

J. Norman Davidson, of Davidson 
Bros. Jewelers, Inc., 608 Fifth Ave., 
sailed for Europe on a purchasing trip, 
aboard the Ile de France, on Jan. 21. 

Abe Frank, New York sales manager 
of the French Jewelry Co., of Philadel- 
phia, has moved his office from 562 Fifth 
Ave. to the 14th floor of 9 Maiden Lane. 

Joseph D. Little, authority on silver, 
who for a number of years was with the 
International Silver Co., is now asso- 
ciated with the Piekin Galleries, Inc., at 
664 Fifth Ave. 

S. Stilwell, president of the Canadian 
company, Johnson-Matthey Co., Ltd., 
spent ten days here visiting the New 
York office and attending the banquet 
of the 24-Karat Club. 

C. P. Wong of the Chinese Gem Co., 
20 W. 47th St., sailed Jan. 21, from Van- 
couver, B. C., on the Empress of Russia 
to make a six-month trip through China 
in search of merchandise. 

Simon Lesser, 80, who prior to his re- 
tirement, was in the wholesale jewelry 
business in Syracuse, N. Y., and later in 
the New York clock trade, died Jan. 8, 
at his Yonkers, N. Y., home. 

Nat R. Hirschhorn, representing the 
Schein & Engel Co., watch importers and 
manufacturers of watches, is calling on 
the trade in the Middle West, and ex- 
pects to return here about March 10. 

Harry S. Wiltshire, of the Wiltshire- 
Biffar Co., 13 Maiden Lane, is showing 
improvement from the nervous disorder 
which has kept him confined to his home 
in Ridgewood, N. J., since Christmas. 

A surprise party was tendered to Mr. 
and Mrs. Paul Sacks, of Metro Sacks 
Co., by their employees, on the occasion 
of their 25th wedding anniversary. They 
were presented with a chest of silver. 

John L. Warner, 74, of Roselle, N. J., 
head of the Warner Co., dealers in pre- 
cious stones at 56 W. 45th St., was 
fatally stricken in the Manhattan ferry 
house of the C.R.R. of N. J., on Jan. 3. 

M. Goldstein, of M. & I. Goldstein, 
diamond importers, 48 W. 48th St., who 

sailed on the Normandie, Dec. 26, on a 
purchasing trip to Antwerp and Amster- 
dam, is expected back some time this 
month. 
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A. W. Cohen has become associated 
with the Artisan Jewelers, Inc., 93 
Nassau St., and will be its representa- 
tive in the Middle West and on the Pa- 
cific Coast, with a line of platinum 
mounted goods. 

The retail business formerly operated 
as a partnership as Arthur & Ulrich, 
Inc., is now know as Arthur C. Sogno, 
Inc., and is located ‘n Shop 37, R.C.A. 
Building. Mr. Ulrich is no longer con- 
nected with the firm 

A lecture on the mainspring, from raw 
material into finished product, was given 
before the Horological Society of New 
York, at its Jan. 3 meeting by S. Strom- 
mer, a member. The New Year was later 
celebrated with refreshments. 

The sympathy of the trade was ex- 
tended to H. S. Mosher, manager of the 
department of criminal investigation of 
the Pinkerton National Detective Agen- 
cy, in the loss of his wife, whose death 
occurred suddenly on Jan. 3. 

A. S. “Al” Johnson has been appointed 
sales manager of Barbara Bates mani- 
cure preparations with headquarters at 
565 Fifth Ave. He was formerly asso- 
ciated with Schnefel Bros. (LaCross) 
and Northam Warren Sales Corp. 

Dr. George’I. Finlay, chairman of the 
geology department of New York Uni- 
versity’s Washington Square College, will 
give a course in precious stones for 
members of the trade and collectors, on 
Thursdays, at 8 p. m., beginning Feb. 9. 

Richard P. Walther, watchmaker, re- 
cently opened. a jewelry store in the main 
lobby of the new Associated Press Bldg., 
Rockefeller Plaza. Mr. Walther, who 
was for ten years with Tiffany’s, was 
in the trade of Rockefeller Center for 
the past four years. 

L. Luria & Son, Inc., wholesalers, who 
have been located at 623 Broadway since 
1923, has leased the ground floor, base- 
ment and mezzanine, with an area of 
approximately 30,000 square feet, in the 
building on the southwest corner of 
Fifth Ave. and 21st St. 

Evening courses in gems and precious 
stones under Paul F. Kerr, Ph.D., asso- 
siate professor of mineralogy, and Charles 
J. Vitaliano, are offered by the depart- 
ment of geography, geology and mineral- 
ogy, of Columbia University. Registra- 
tion for the Spring session is from Feb. 
6 to 11. 

Stephen Varni, importer and cutter of 
stones at 580 Fifth Ave., after a stren- 
uous holiday season, during which he 
delivered a number of lectures in the 
East and Middle West, enjoyed Florida 
sunshine from Jan. 1 to 15, in the com- 
pany of Mrs. Varni, who will remain in 
Florida for the winter. 

An increased volume of business has 
made it necessary for the Monarch Sales 
Co. to take larger quarters at 230 Fifth 
Ave., which were occupied Feb. 1. The 
Kadette radio and Casco products are 
stocked and Al Saphin and Arthur Freed 
have just concluded arrangements to 
represent two major appliance lines. 

Aaron Sverdlik, of Robinson & Sverd- 
lik, 608 5th Ave., sailed for Europe early 
in January to buy precious colored stones. 
He is visiting the principal European 
markets and will return about the middle 
of this month. Robert P. Burnett is 
joining the staff of that firm, and will 
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IMPORTERS - CUTTERS - POLISHERS 
Precious, Semi-Precious Stones 








CREDIT FORMS 


INSTALMENT CONTRACTS, etc. 


5d SeenamerOe, 290 FHhe ee 


ENCRUSTERS 

STONE RINGS ENGRAVED 

@ CRESTS @ DRILLE 

@ COATS-OF-ARMS e@ GEM CUTTE 

@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 

108 Fulton St. New York, N. Y. 





Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 
S. NATHAN & CO., Ine. 


71-73 Nassau Street, New York 


Orders for Jobbing Stones and La 
Work Carefully and Promptly Fit 








Diamonds 


and 
Diamond Mounted Jewelry 
WHITELAW BROTHERS 
Diamond Importers and Cutters 
48 West 48th St. New York City 
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WIRE DRAWING DIAMOND DIES 
DIAMOND POWDER 
Carefully Graded for any purpose 


INDUSTRIAL DIAMONDS 


RUSCH WIRE DIE CORP. 
275—7th Ave. WA. 9-2766 New York,N. Y. 

















GraFF, WASHBOURNE & DUNN 
SILVERSMITHS ' 
AND 
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UNUSUAL GEMS 


Bought and Sold 


STEPHEN VARNI CO. 
580 Fifth Ave. New York 
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SELF-WINDING 
WATERPROOF WATCHES 
48 WEST 48TH ST. 
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ARCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 
Bend for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 














ts The Mail Order Supply House 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR PRICE LIST C 


DEAN COMPANY 


87 NASSAU ST. NEW YORK, N. Y. 
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CULTURED PEARLS 


One of the Finest and Least Expensive Lines 
Ask for Samples 


ZIRCONS - STAR SAPPHIRES 
CROWN PEARL & GEM, INC. 




















580 Fifth Ave. New York, N. Y. 
FD High Grade 
c JEWELS-STEMS-MAINSPRINGS 
. for Swiss and American 
c Cosmopolitan Watch Material 
o importing Co. 
-_ 87 Nassau St. New York, N. Y. 
BUY YOUR 


CUCKOO CLOCKS 
AND PARTS 


DIRECT FROM THE IMPORTER 


FRANK KAUFFMANN 
1485 THIRD AVE., NEW YORK 














travel extensively throughout the country 
in its interests. 

Louis W. Muller, new salesman for 
Tavannes of America, left late in Janu- 
ary to cover his southern territory. Ed- 
win B. Heiden is now representing the 
firm on the Pacific Coast, with his office 
at 915 Shreve Bldg., 210 Post St., San 
Francisco. Jerry T. Agate left Feb. 1 
on an extended trip through the Middle 
West and South. 

Bailey’s, Inc., after ten years at 379 
Fifth Ave. were forced to move by Feb. 
1, owing to plans for the demolition of 
the building. Although a new location 
had not been definitely decided upon late 
last month, it was understood that the 
39-year-old firm would stay on Fifth 
Ave. in the immediate neighborhood. A 
pre-removal sale was conducted. 

Friends of Mrs. Elsie Behren in the 
trade will learn with regret that she has 
resigned as assistant treasurer of Bai- 
ley’s, Inc., 379 Fifth Ave. Mrs. Behrens 
is the daughter of the late Charles W. 
Koehler, who was well known to the 
trade through his association with How- 
ard S. Kennedy, 170 Broadway, and with 
the old Maiden Lane firm of Cross & 
Beguelin. 

Elmer E. Wood, vice-president of 
Charles F. Wood, Inc., jewelers, 170 
Broadway, who had been on Maiden 
Lane for nearly 60 years, died Jan. 3, in 
the Presbyterian Hospital, Newark, after 
a short illness, at the age of 76. As a 
young man he joined the firm founded 
by his brothers, the late Charles F. and 
John Wood. His son, Philip T. Wood, 
East Orange, N. J., is now president. 

For the first time in the history of the 
new Waldorf Astoria hotel, its ballroom 
will be occupied by a local retail jewelers’ 
group on Sunday night, March 19, when 
the Associated Credit Jewelers of New 
York and New Jersey hold their annual 
dinner-dance. A reception and cocktail 
hour, beginning at 6:30 p. m., will again 
be a feature of the program which is 
being arranged by William Van Busch, 
chairman, and his first lieutenant, Jack 
Rose, who will be in charge of the enter- 
tainment. 

If you see any hungry looks on the 
faces of the boys in Maiden Lane, it is 
because they are thinking of the annual 
beefsteak dinner of the Maiden Lane 
Outing Club, which will be held Thurs- 
day night, Feb. 16, in the Tower Club 
in the Park Central Hotel. Jerry Grant, 
of Swank Co., suggests that those who 
hope to attend should get their reserva- 
tions in early because of limited accom- 
modations. Others serving on the com- 
mittee with Mr. Grant are: Ben Biffar, 
president; Jimmie Thiese, vice-president ; 
Bob Quayle, Harry Bromley, Max Jacobs 
and Sam Cohen. 


Expect 1000 Will Attend 
Executive Board Dinner-Dance 
Feb. 26 at Astor Hotel, New York 


Advance ticket sales for the annual 
dinner-dance of the Executive Board of 
the Retail Jewelers Association of Great- 
er New York, to be held Sunday night, 
Feb. 26, in the grand ballroom of the 
Hotel Astor, New York, are encouraging, 
according to Max J. Schwartz, general 
secretary. More than 700 attended last 
year and nearly 1,000 are anticipated 
this year, with greater facilities avail- 
able. The time has been set for 6 p. m. 

The general committee on arrange- 
ments is composed of Phineas Peters, 
general chairman; Mr. Schwartz, secre- 
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tary and journal chairman; I. Hirsch. 
horn, treasurer; Edward Wagner finan. 
cial chairman; W. Schneiderman, ban- 
quet chairman; John Schwarz, tickets. 
Abe Wolf, souvenirs; E. Werner Gross. 
prizes; and vice-chairman for associated 
groups: Bennett H. Schwartz, for Lon 
Island R.J.A.; Hyman Goldschmidt, foy 
Metropolitan R.J.A.; I. Geffen, Bronx 
R.J.A., and Robert Lipton, Brooklyn 
R.J.A. 

This affair will mark a great event jp 
the lives of two of the banqueteers and 
their wives, Mr. and Mrs. W. Schneider. 
man and Mr. and Mrs. I. Hirschhorn 
as both couples celebrate their silver 
wedding anniversaries on this date. Both 
men are charter members and officers 
of the Bronx R.J.A., and ever since their 
tenth anniversary, when they discovered 
that they were married on the same day, 
they have celebrated the event together, 
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IRVING KUNNEL & SO 


Watchmakers of Reputation Since 1918 
Careful and Honest Watch Repairing for the 
Trade 
Prompt ne See Service for Out of Town 


rders. Lowest Prices 
Phone BRyant 9-5065 
2 West 47th St., New York, N. Y. 











SANDSTEEL 
CROSSCURVED 
MAINSPRINGS 


Increase your pleasure in your work. 
No poor motion, no comebacks on 
account of set mainsprings. 

You need power that lasts. 
Crosscurving concentrates maximum 
power in mainsprings. 


WATCH-MOTOR 
MAINSPRING CO., INC. 
145 Hudson St. New York City 

















ANTIQUE JEWELRY 
PRECIOUS STONES 
WILLIAM C. BOYAJIAN, Inc. 
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64 W. 48th St. New York City 
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Misbranding of Pen Knives 
Made of Gold and Base Metal 
Subject of F. T. C. Order 


Misrepresentation of the gold fineness 
of pen knives is prohibited by the Fed- 
eral Trade Commission under an order 
to cease and desist entered against Sin- 
nock & Sherrill, Inc., 15 Maiden Lane, 
New York. 

Certain pen knives manufactured and 
sold by the respondent company al- 
legedly are stamped with the symbol 10K 
or 14K. According to the commission’s 
findings, neither the knives nor their 
mountings are gold of 10 or 14 karat 
fineness or quality as indicated, but con- 
sist of a mounting which is composed for 
the most part of a base metal and is so 
constructed as to have the appearance 
of solid gold, when in fact only the outer 
shell of such mounting is solid gold. 

The order requires the respondent 
company to cease and desist from mark- 
ing or branding its pen knives having 
an outer shell or covering of gold and 
an inner concealed sheet or filling of 
base metal, with any word, marks or 
figures indicating gold fineness so as to 
imply that the entire filling and _ shell 
of the handle, with the exception of the 
skeleton, are gold. 

The respondent company also is or- 
dered to discontinue stamping any marks 
or figures on its pen knives indicating 
the fineness of gold of which any parts 
of the knives are made without correctly 
indicating the specific parts that are so 
composed. 


WILLIAM W. LYON 


William W. Lyon, 81, died at Provi- 
dence, recently. As a former editor of 
The Manufacturing Jeweler he traveled 
over the country attending conventions 
of retail jewelers, and made a host of 
friends. 
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WRITE FOR 
REVISED 
PRICE LIST 


A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 
116 NASSAU ST. NEW YORK, N. Y. 


ROSENBERG MFG. CO. 


Manufacturers & Importers 
132 NASSAU ST. NEW YORK CITY 
AMERICAN MADE TOOLS 
FOR WATCHMAKERS & JEWELERS 
Screw Drivers—Fiole Blowers 
Watchmakers Single & Double Eye Loupes 
Material—Trays—Oilers, etc. 


Write for Samples & Prices 














SEED PEARL JEWELRY 


Repatring and assembling 
tn all its branches 


Real Bohemian Garnet and Antique Jewelry 
Write for selection package 


ASIATIC ART JEWELRY CO. 








64 W. 48th St. New York City 
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ALFRED LOWENTHAL 


Alfred Lowenthal, 66, who since 1910 
had been a partner in L. & M. Kahn 
& Co., importers and cutters of dia- 
monds, 608 Fifth Ave., New York, and 
next fall would have been actively en- 
gaged 50 years with the firm, died Dec. 
30, after a surgical operation. 

It was at the age of 17 that Mr. 
Lowenthal came to America from his 
native Rothenburg and started in as an 





L. § M. Kahn & Co., partner 


office boy with the Kahn company, in 
the employ of his uncles, L. Louis and 
Moe Kahn. For many years he traveled 
from coast to coast and made periodic 
trips to Europe. 


He was always identified with a fresh | 


flower in his lapel, changing it some- 
times twice a day. His special charity 
from 1915 was personally, and at his 
own expense, doing all the photographic 
work for Mt. Sinai Hospital. That was 
discontinued last year when the hospital 


established its own photographic depart- | 


ment. 
Mr. Lowenthal never married. He is 








survived by two brothers and two sisters. | 





QUAKER CITY OPTIMISTIC 


Leading retail jewelers in Philadel- 
phia are optimistic over business pros- 
pects for 1939, with one firm predicting 
a 10 per cent increase in sales this year 
over last and declaring that early Jan- 
uary activity was ahead of January, 
1938. This was learned in a survey of 
representative retail establishments in 
the central part of the city where, at 
the same time, four principal stores re- 
ported Christmas business showed an 
increase in number of items sold, al- 
though failing to advance over a year 
ago in dollar volume. Absence of a 
sales tax in Philadelphia for the first 
time since March, 1938, was viewed by 
an official of J. E. Caldwell & Co., Chest- 
nut and Juniper Sts., as unquestionably 
stimulating retail sales this year as com- 
pared to last. Usual January sales in 
flat silverware unexpectedly have exceed- 
ed those in 1938, an official in charge 
of the jewelry department at Wana- 
maker’s asserted, and other January 
jewelry sales in this store. Expressing 
surprise at the increases, the Wanamaker 
executive said a 10 per cent total sales 
advance in 1939 is considered possible. 
A “general increase in business con- 
fidence” is expected by officers of S. Kind 
& Sons, Broad and Chestnut Sts., to 
result in better business for that firm 
this year over 1938. 


85 








GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NE 


Removing of Engravings 


WM. HERTEL & Co., Inc. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 


“Over 20 years at the 
same address” 





(Before) 
(After) 














SHEBRO FABRICS CO. 
COMPLETE LINE OF 
DECORATIVE DISPLAY FABRICS 
FOR ALL PURPOSES 
Samples on Request 


118 East 28th St. New York City 





SOcua 


Specializing Traveling and Boudoir Clock 
Also complete Leather Case Service 
110 West 40th St. & New Yori 








To all 


MANUFACTURING JEWELERS! 


You are invited to investigate 


The Maxwell System “Service” 


EXCLUSIVE rte RINGS 
PRECISION MOU CHARMS 
PERFECTION CASTING rtcerers 
All Transactions Handled in Strict Confidence 
Maxwell System 
BRyant 9-5631. 
22 W. 48th St., NEW YORK CITY. 








THEODORE MERKT 


Smelter and Refiner of 
all precious Metals 


PLATINUM - GOLD - SILVER 


64 Fulton St. New York, N. Y. 
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ELGIN & BELMAR 


WATCHES ———— 


LOUIS SICKLES 


1015 Chestnut St., Philadelphia, Pa. 
“Wholesale Distributorstothe Trade” 

















BYARD fF. BROGAN 


Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 
P hiladelphia 


805 Sansom Street « 











NATIONAL 
WATCH REPAIRING CO. 


Rendering Prompt and Efficient Service to 
a Discriminating Clientele all over U. S. 


727 Sansom St. Philadelphia, Pa. 














EMPIRE 
SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD — SILVER — PLATINUM 


713 SANSOM ST. PHILADELPHIA 








BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 

= Engravers, Jewelers 
Write for free book ‘‘Your Future and Our Schoel.”’ 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 











ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 


MT. VERNON—Amer. Watches 
Repair Dept. Supplies 
From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 43 years) 


Z'RNKILTON 


CREATORS OF ARTISTIC 
HAND-MADE 
{RIDIUM PLATINUM MOUNTINGS 


F.X ZIRNKILTON 2!4,3,1274 81. 


PHILADELPHIA 














MOUNTINGS 
OF RECOGNIZED MERIT 


FuLMer & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 

















Josef S. Milner, of the House of 
Milner, 728 Sansom St., left Jan. 16, for 
a week’s pleasure trip to New York City. 

Louis Klink, of H. O. Hurlburt & Sons, 
817 Chestnut Street, and family returned 
last month from a winter vacation in 
Florida. 

The estate of George H. Earle, Jr., 
last month leased the store at 2 N. 11th 
St.. to Gus B. Heller, jeweler . and 
watchmaker. 

Frank Vogel, of Alfred Humbert & 
Son, 117 S. 10th Street, returned with 
his family Jan. 12 from a two-weeks’ trip 
to New Orleans. 

Moe Sickles, of Louis Sickles, 1015 
Chestnut Street, and his wife returned 
Jan. 4 after a week’s cruise to Havana, 
Cuba, aboard the Manhattan. 

Harry Sloan, of the Stetson Watch 
Co., 734 Sansom Street, left last month 
for a trip to Miami Beach. He will re- 
turn the middle of February. 

First issue of the Sansom Street Times 
since last November is scheduled to ap- 
pear Feb. 15. The Times is a monthly 
newspaper devoted to the interests of the 
Sansom Street jewelry trade. 

D. W. Douglass, representing Fulmer 
& Gibbons, Inc., 117 S. 10th Street, and 
Simons Bros. Co., 9th and Spruce Streets, 
left Jan. 14 for a four-weeks’ trip to 
Florida and other Southern states. 

Louis Perloff, of 729 Walnut St, and 
Miss Minnie Portner, of Philadelphia, 
were married Jan. 15. They returned 
to make their home in Philadelphia after 
a week’s wedding trip to New York. 

Miss Golda Wellens, bookkeeper for 
Isaac Shifren, was married Jan. 14 to 
Adolph, Rosenstreich, of Philadelphia. 
After a wedding trip Mrs. Rosenstreich 
returned to her duties at the Shifren 
firm. 

Charles Fleishman, formerly manager 
of the firm’s store in Newark, N. J., has 
been appointed resident manager of 
Hollander & Fleishman Co., 11th and 
Chestnut Streets. The Hollander & 
Fleishman firm in Newark is known as 
Castleberg’s. 

William Blum, of 721 Sansom St.; Lee 
Aisenstein, of Aisenstein Bros., 720 San- 
som St., and Robert Shifren, of Isaac 
Shifren, 734 Sansom St., will leave by 
automobile Feb. 3 for an 18-day trip 
through the South. They are planning 
to stay at the Fleetwood Hotel, Miami 
Beach, Fla. 

Hugh Johnson, in charge of the Pitts- 
burgh office of H. O. Hurlburt & Sons, 
was scheduled to visit the home office 
in Philadelphia beginning Jan. 23. Sales- 
men for the firm last month started on 
spring trips to Ohio, West Virginia, 
Maryland, New York, Pennsylvania, New 
Jersey and Delaware. 

The Sansom Street Business Men’s 
Association will meet early in February 
in the Hotel Sylvania to discuss con- 
tinuation of the educational jewelry 
meetings which featured the association’s 
activities during the latter part of last 
year. Outstanding speakers appeared 
on several 1938 programs. 

Mr. and Mrs. Sol Sickles left in mid- 
January for Miami, Fla., where they 
plan to remain until May. Mr. Sickles 
is associated with the firm of M. Sickles 
& Sons, 904 Chestnut Street. S. Nat 


86 


Kinckiner, of the watch department of 
the same firm, was recovering last month 
from a_ seven-weeks’ attack of pneu- 
monia. 

Max Goldstein, of H. O. Hurlburt & 
Sons, and his wife were scheduled to 
leave Jan. 24 by train for a two-weeks’ 
trip through Florida and the south. Max 
Goldstein, Dave Goldstein, John Fisher 
and W. Merritt Hurlburt of the same 
firm, attended the 24-Karat Club dinner 
at the Waldorf-Astoria, New York City, 
Jan. 14, 

Effective Jan. 1, the firm of Samuel 
Lashof, Inc., 7th and Sansom Sts., dis- 
solved its corporation and became a 
partnership operating under the name of 
Samuel Lashof & Co. Samuel Kressen, 
of Samuel Lashof & Co., left last month 
for an extensive trip through Pennsyl- 
vania and New Jersey with a new spring 
line of jewelry and watches. 

Mrs. Jean Caldwell Hays, grand- 
daughter of the late J. Albert Caldwell, 
a member of the firm of J. E. Caldwell 
& Co., Juniper and Chestnut Streets, 
was awarded $244,000 Jan. 4 by Or- 
phans’ Court of Philadelphia as her 
share in her grandfather’s estate. Mr, 
Caldwell provided in his will that his 
$1,000,000 fortune be divided among his 
children and grandchildren when they 
reached the age of 25. , 

Approximately 40 members of the San- 
som Street Young Men’s Business Asso- 
ciation were expected to attend a re- 
organization meeting Jan. 26 at the 
Benjamin Franklin Hotel. Michael Or- 
loff, of the House of Milner, president 
of the assoication, explained that re- 
organization was necessary because no 
meetings were held during November 
and December. Plans for the balance 
of the 1938-39 season will be discussed. 

Postal and federal agents in Phila- 
delphia last month smashed several 
racket organizations blamed for de- 
frauding a number of business men in 
the area of thousands of dollars through 
fake bankruptcy schemes and the estab- 
lishment of fake stores. Several suspects 
are scheduled to be indicted by the next 
Federal Grand Jury and others are un- 
der investigation. At the same time, 
wholesalers of jewelry, radios, furniture 
and other merchants in other cities were 
warned against the racket. 

Allen Soifer, 43, a jeweler of 802 San- 
som St., frustrated a holdup attempt 
Jan. 9 in front of his home, 6254 Osage 
Ave. Mr. Soifer returned to his home 
from business with an _ undisclosed 
amount of jewelry in his automobile and 
was accosted as he drove up to his resi- 
dence. “Brother, let’s have those jewels,” 
the armed man ordered him. Mr. Soifer, 
however, dashed up the steps of his home, 
smashed a pane of glass with his fist 
and turned the knob. As he entered the 
house, the man fired a bullet through 
a window, leaped into an automobile and 
fled. 
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PROVIDENCE ~ 


George M. Baker, engaged in the gold 
and silver refining business in Providence 
for 53 years, died Jan. 6. 

Roger T. Stafford was elected a di- 
rector of B. A. Ballou & Co., Inc., at a 
recent meeting of the board of that con- 
cern. 

Edmund C. Mayo, president of Gor- 
ham Mfg. Co., was recently elected presi- 
dent of the Associated Industries’ of 
Rhode Island. 

Arthur Kaplan, of Louis Stern Co., 
and Frank R. Budlong, president of 
William C. Greene Co., reported busi- 
ness prospects bright following selling 
trips through the mid-west territory. 

Hoffer-Ashley, Inc., Providence stone 
dealers, has announced a change in the 
corporate name to E. H. Ashley & Co., 
Inc. Earl H. Ashley has acquired the 
interest of other parties in the concern. 

The firm of Dolan & Bullock has been 
incorporated in Providence by Harry 
A. Tuell, Ellen R. Gardner and Erving 
T. Arnold, all of this city, for the manu- 
facture of jewelry and jewelers’ findings. 

Joseph E. Conley, of 299 Potters Ave., 
Providence, died at his home Dec. 27. 
Mr. Conley was for many years a mem- 
ber of Conley & Straight, refining con- 
cern, and treasurer of Geo. L. Vose Co., 
jewelry manufacturing company. 

Hayward H. Sweet, of the R. F. Sim- 
mons Co., son of the owner of that 
company, Harold Sweet, and a grandson 
of the founder, was married Dec. 28 to 
Miss Harriet Keepers of Newtonville, 
Mass. The wedding was held in Newton. 

Maj. John J. Collins, for the past 25 
years associated with Ostby & Barton 
Co., makers of gold rings and brooches, 
in the capacity of sales manager, has left 
that company. Major Collins’ plans for 
the future have not yet been announced. 

The Smith Chemical & Supply Co. has 
been incorporated in Providence by Paul 
T. Smith, Joseph A. Smith and Louise, 
Mello, with capital stock of $5,000. The 
new company will engage in the sale 
of chemicals to jewelry manufacturing 
concerns. 

Reuben Berberian, founder of Z. Ber- 
berian Co., jewelry supply company, was 
honored by a group of friends and em- 
ployes Dec. 26. The occasion marked the 
40th anniversary of the founding of the 
company which originally was a hard 
enameling shop. 

Among jewelry manufacturers attend- 
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ing the recent meeting of the Jewelers’ | 
24-Karat Club in New York were Harold 
Sweet, of the R. F. Simmons Co., Attle- | 
boro; Samuel M. Stone, of the Marathon 
Co.; and Willard Ormsby, of the Taun- 
ton Pearl Works, president of the New | 
England Manufacturing Jewelers and 
Silversmiths Association. 

Frank Morrow, Inc., manufacturers of | 
ornaments, fancy wire and findings have 
announced a change in representation in 
the New York area. Henri Carignan 
has become the company’s representative. 
The Morrow concern is now located in 
its new quarters at 129 Baker St., Prov- 
idence, having purchased the building of 
the M. S. Rodenberg Co. | 

Vincent Sorrentino, president of the 
Uncas Mfg. Co., one of the nation’s lead- | 
ing ring manufacturing concerns, has | 
been named a member-at-large of the 
Republican State Central Committee of 
Rhode Island. Mr. Sorrentino is promi- 
nent in local jewelry circles, being a di- 
rector of the Jewelers’ Board of Trade 
and the Northeast Manufacturing Jewel- 
ers & Silversmiths Association. 

A. Graham Shields, head of Shields, 
Inc., Attleboro, makers of compacts and 
cigarette cases, has announced that the 
company is now in the process of liquida- | 
tion. Mr. Shields said that the plant 
would close down when work on goods 
in process had been completed. The 
company was originally known as Filk- 
wik Co., organized in 1922. The name 
was changed to Shields, Inc., a few years 
ago. 

Appointment of G. Kingdon Lowe as 
resident representative of their concern 
in New York City, has been announced 
by the D. M. Watkins Co., Providence 
jewelry findings manufacturing concern. 
For the past ten years Mr. Lowe has 
been associated with the company in the 
capacity of designer and salesman. His 
headquarters will be at the Hotel Lin- 
coln. William Gow will continue to 
represent the company in the New Eng- 
land and midwestern territories. 

Jewelry jobbers registered at the 
Providence Biltmore during the month 
of January were reported unusually 
numerous and many of those here to 
place business for the coming season 
were optimistic over the outlook for the 
jewelry industry during 1939. In many 
cases substantial orders were placed and 
the general volume of business was said 
to be ahead of that in the like month 
last year. Registrations during the early 
part of January included a large number 
from Canadian cities. The number ar- 
riving here from the provinces was said 
to be the largest in several years. 

Robert M. Jordan, sales promotion 
manager of Ostby & Barton Co., is now 
on an extended trip to important centers 
seeking the cooperation of retail jewelers 
in an effort to work out the details of 
a unique merchandising plan, designed 
primarily to help the retailer increase his 
business in rings and fashion jewelry. 
As explained to the representative of 
this publication, this plan has many 
facets of interest which are sure to com- | 
mand the attention of both wholesale 
and retail jewelers. Mr. Jordan, who | 
joined the Ostby & Barton headquarters | 
organization a year ago, has brought to | 











the industry a_ strong merchandising | 
background gained in other fields. 
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“SUPER-SERVICE” 
ROLLING MILLS 


PUT 


reduce production costs to meet 
present day competition. 

We manufacture a complete 
line for hand, belt or electrie 


motor drive. 


WRITE FOR 
FOLDERS 


Buffalo Machine 
Manufacturing Co. 


1354 West Avenue 
Buffalo, New York 














> 
Symmetalic 


(Karat Gold on Sterling) 


and STERLING SILVER 


REAL STONE JEWELRY 


Sold direct to retailers 


W. E. RICHARDS CO. 


ATTLEBORO, MASS 








MASSACHUSETTS 


SCHOOL OF OPTOMETRY 


Four-Year Day Course 


For further information address: 


Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 


St erfing 


Weidlich, a 








REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 


A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 











Cent 


250 Sterling Charms in Illustrated Cataleg on requee 
WELLS MFG. CO., ATTLEBORO, MASS. 

















MEET 
OUR 1939 


SPRING LINE!!! 


Win pride we introduce our 
new Spring line to you. From the 
best merchandise in the country 
we have assembled a line that is 
packed and jammed with salable, 
profitable items. 


Ir is now on the road. Wait for 
it. You'll agree with us that it’s 
our best Spring presentation. 











BALTIMORE, MD. 











THE 


U.S. JEWELRY CO. 


WHOLESALE JEWELERS 
AND 
IMPORTERS OF 


EASTON WATCHES 


BALTIMORE & LIBERTY STS. 
BALTIMORE, MD. 


EXTENDS SINCERE 
THANKS 
TO ALL ITS 


CUSTOMERS 


FOR THEIR 
PATRONAGE 








SCHULTZ STERLING 


offers 
Hollowware at Better Prices. Repro- 
ductions As You Want Them. Plating 
As it Should Be Done. 


A. G. SCHULTZ COMPANY 


423 E. Lombard St#. Baltimore, Md. 




















BALTIMORE 


Phil Katz, of S. & N. Katz, Baltimore, 
is vacationing in Florida. 

Mr. and Mrs. J. Biller, of Burlington, 
N. C., was among those to visit the Balti- 
more market in the last fortnight. 

Warren J. Campbell, with the Kim- 
berly Jewelry Co., Atlanta, is a patient 
in Emory University Hospital following 
a nervous breakdown. 

Joseph Bogatz, 44, who operated the 
Southern Mfg. Jewelers, in the Liberty 
Bank Bldg., Savannah, Ga., died Dec. 
30, having been stricken while at work. 

Albert Linz, Dallas, Texas, jeweler, 
last month was recovering from a serious 
illness in St. Paul’s Hospital, Dallas, 
where he had been confined for three 
weeks. 

Harris & Shafer Co., jewelers, at 1352- 
54 Connecticut Ave., Washington, since 
1879, went out of business the first of 
the year. The stocks were cleared away 
by sales. 

S. S. Strouse, of J. Engel & Co., whole- 
salers, at Baltimore Street and Hopkins 
Place, Baltimore, has arranged to call 
regularly on the retailers in Eastern 
Tennessee and Georgia. 

A thief threw a monkey wrench 
through a plate glass window at Frazee’s, 
Parkersburg, W. Va., at 8 p. m., on Jan. 
5, in view of half a dozen people, and 
grabbed several valuable rings. 

The engagement of Miss Virginia May 
Doederlein, daughter of Carl J. Doeder- 
lein, 10 West Saratoga Street, Balti- 
more, to Nelson R. Coleman has been 
announced. The wedding will take place 
in the Fall. 

B. W. Sizemore, with the Atlanta office 
of Swartchild & Co., has recovered from 
injuries received in an automobile acci- 
dent a short time before the holidays and 
has again gone “on the road” in North 
and South Carolina and eastern Ten- 
nessee, 

Ned’s Jewel Box has secured new and 
larger quarters at the corner of Elm 
and Sycamore Streets, Greensboro, N. C., 
where it will occupy store space with a 
frontage of -50 feet on Elm Street and 
extending bank 70 feet along Sycamore. 
Approximately $15,000 is being expended. 

The Edenfield Jewelry Co. has opened 


| its remodeled Jacksonville, Fla., store. A 


new front. lighting fixtures and display 
cases have been installed. A second store 
of the company in Winter Haven, Fla., 
was opened about a year ago and is 
managed by J. C. Edenfield, a brother 
of W. W. Edenfield, the founder of the 
firm. 

George W. Heffernan, who has been 
associated with Geo. T. Brodnax, Inc., of 
Memphis, Tenn., for the past 28 years 
and for the past 16 years has been man- 
ager and buyer for the diamond depart- 
ment, on Jan. 31 severed his connections 
with the firm and will shortly open for 
himself an exclusive retail diamond and 
watch establishment in Memphis, Tenn. 

More than 300 toys were turned over 
to the Salvation Army by the Columbia, 
S. C., store of Friedman’s to be given 
to needy children, as a result of an un- 
usual contribution to charity. The store, 
which is managed by R. S. Woods, ac- 
cepted toys as initial payments on Christ- 
mas purchases, turning these toys over 
to the Salvation Army to repair and dis- 
tribute. 
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John Howard Buckner Bucher, until 
1929 the executive head of the jewelry 
firm of Fred Bucher & Sons, in Balti. 
more, died at the Johns Hopkins Hos. 
pital Jan. 10 after an illness of a week. 
Mr. Bucher was 59 years old and a mem. 
ber of the Baltimore Country Club. He jg 
survived by his wife, the former Miss 
Lula Langrall, a daughter, Miss Naney 
Bucher, two brothers and his mother. © 

Mrs. Nellie Castelberg, widow of 
Joseph Castelberg, who was the head of 
the Castelberg Jewelry Corp., Baltimore, 
fell to her death Jan. 9 from a window 
of a nursing home in New York where 
she was a patient. The tragedy recalls 
the demise of Mr. Castelberg from in- 
juries sustained when he was caught be- 
tween an elevator and the floor in an 
apartment building in Baltimore in 192), 

The Retail Jewelers’ Association of 
Baltimore will hold a meeting the latter 
part of January to make arrangements 
for the convention of the Maryland- 
Delaware-District of Columbia Associa- 
tion in May. The call for this meeting 
will be sent out in a few days by Charles 
Howard Millikin, the president of the 
local group, and the appointment of a 
special committee will be one of the mat- 
ters to claim attention. 

Among visiting jewelers in Baltimore 
over the holidays were Sidney Kosch, of 
Spartanburg, S. C.; Morris Levinson, of 
Gastoria, N. C.; Mr. and Mrs. Ray Feld- 
man, of Martinsville, Va.; Ben Kingoff, 
of Wilmington, N. C., and Adolph King- 
off, of Danville, Va. All of these ex- 
tended their journey to New York to see 
what the markets there had to offer in 
the way of novelties and regular goods, 
George Shaffner, of York, Pa., also took 
in the jewelry section of Baltimore. 

Guests at the dinner of the Jewelers 
24-Karat Club of New York last month 
included: Ned Cohen, of the Jewel Box, 
of Greensboro, N. C.; Albert Sigmund 
and Frank Geracci, of R. Harris & Co.; 
Arthur Sundlun, of A. Kahn; Sidney 
Selingers; Samuel T. Schwartz, of 
Charles Schwartz & Son; Norman Seid- 
enberg, of J. C. Tribbey; Charles Gal- 
lagher, of Castleberg’s Jewelry Corp. 
and A. C. Mayer of Mayer & Co., all of 
Washington; and Emanuel Kohner, of 
Max Kohner; Philip Katz, of S. & N. 
Katz; Jay G. Engel, of J. Engel & Co. 
and Gideon Stieff, of the Stieff Co., Balti- 
more. 

The late W. C. Donnelly, who for 
many years kept the clocks at Mount 
Royal Station of the B. & O. railroad 
in Baltimore in order and who looked 
after the regulation of all other time- 
pieces along the road, seeing to it also 
that the watches of the trainmen did not 
vary more than a few seconds, has 
received a successor in the person of 
Samuel A. Wilson, Mr. Donnelly’s as- 
sistant for 14 years. To Mr. Wilson now 
falls the task of doing the work previ- 
ously performed by his chief, for which 
he is well qualified not only by reason 
of the long apprenticeship served under 
the direction of Mr. Donnelly, but be- 
cause of the fact that he also can point 
to years of special training. Mr. Wilson, 
like Mr. Donnelly, has a wide acquain- 
tance among clock dealers and clock 
makers, and belongs to various horo- 
logical societies. 
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“LHot" Diamonds frorn Russia, 
Offered Baltimore Woman, 
Prove High-Grade Glass 


BartimorE—T'wo men were arrested 
here recently on the charge of attempt- 
ing to swindle a woman by the trick of 
switching glass for genuine diamonds. 

The men were apprehended outside of 
a bank, to which place they had accom- 
panied the intended victim for the propose 
of getting money as a deposit on a fake 
diamond, it is said. The woman told of 
being approached by the men as she was 
leaving a church, and one of the men told 
her they had some “hot” diamonds 
brought into the United States from 
Russia. 

They offered to sell her one of the dia- 
monds and demanded a deposit of $50, 
saying she could have the gem appraised 
and pay the rest later. She agreed and 
went with the men to the bank to draw 
out $50. On the way to the bank, they 
met a third man, who, she said, claimed 
to be a jeweler and whom the pair asked 
to value the diamond. The “jeweler” de- 
clared that it was valuable and worth 
several hundred dollars. 

The men were seen walking with the 
woman and were arrested after she had 
been questioned in the bank by a detec- 
tive. One of the suspects had fifteen 
large “diamonds” wrapped in_ tissue 
paper. All of them proved to be glass. 
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AIDS COTTON BOWL JUBILEE 





Arthur A. Everts & Co., Dallas, Texas, had a 
prominent part in the Cotton Bowl Jubilee, held 
in Dallas, Dec. 30—Jan. 2, in connection with 
the football game staged between St. Mary's 
University of San Francisco and Texas Tech- 
nological College. A trophy awarded to the 
winner, which was more than five feet high was 
designed by the company. A $50,000 crown 
which was used in the ceremony of crowning the 
Cotton Queen was also a creation of this firm. 
The promotors of the football game gave the 
coaches and each member of the squads 
Gruen watches, which were purchased from the 
Everts Co. 


TEXAS CONVENTION MARCH 27 


Waco, Tex.—R. D. Armstrong, of this 
city, president of the Texas R.J.A., has 
announced that the annual convention 
will be held at Hotel Adolphus, Dallas, 
Tex., March 27-28. 
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Calendar of Coming Events 
FEBRUARY 
Jan. 30 Eastern Manufacturers an ise 
at Sift Show d Importers Palmer Hous 
Jan. 30 Merchandise Mart Gift Show Merchandise Mart 
to Feb. I! 
4 Boston Jewelers’ Club Dinner Copley Plaza Hotel 
1! New England Manufacturing Jewelers Providence- 
and Silversmiths Association Annual Biltmore Hotel 
Banquet 
12, N. Y. Horological Soc. Dinner-Dance Hote! St. Moritz 
16 Maiden Lane Outing Club Beefsteak Park Central 
Dinner 
20-24 New York Gift Show Pennsylvania Hotel 
20-25 ANRJA Mid-Year Convention Palace Hotel 
25 Golden Roosters Dinner-Dance Congress Hotel 
26 Exec. Board of Greater N.Y.R.J.A. Hotel Astor 
MARCH 
9 Jewelers Fraternal Assn. Annual 9 Maiden Lane 
Meeting 
9 Associated Credit Jewelers Banquet Waldorf-Astoria 
10 Maiden Lane Outing Club Annual 9 Maiden Lare 
Meeting 
6-10 Boston Gift Show Statler Hotel 
20-24 Philadelphia Gift Show Benjamin Franklin 
27-28 Texas R.J.A. Convention Hotel Adolphus 
APRIL 
2-3 Nebraska R. J. A. Hotel Fontenelle 
16-17. N. Y. State Watchmakers Asso. Con- Hotel Powers 
vention 
16-17 Missouri R. J. A. 
16-17 South Carolina R. J. A. 
16-18 Eastern-Southeastern A.G.S. Conclave Copley Plaza Hotel 
23-25 Michigan R. J. A. Hotel Rowe 
23-25 Central-South Central A.G.S. Conclave Stevens Hotel 
26 Massachusetts-Rhode Island R. J. A. Parker House 
MAY 
1-2 Wisconsin R. J. A. Hotel Schroeder 
Md.-Del.-D. C. R. J. A. Convention 
United Horological Association Con- 
vention 
21-23 Horological Institute of America 
JUNE 
5 Maine R. J. A. Convention 
27-28 New Hampshire R. J. A. Wentworth-by-the-Sea 
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104-106 WEST 

FAYETTE STREET 
BALTIMORE, MD. 

“AN INSTITUTION 
of DEPENDABILITY” 


ESTABLISHED 1885 





ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
@ JEWELRY ® 
5 HOPKINS PLACE, BALTIMORE, MD. 

















SIMPLE SOLDERING 
BOTH HARD AND SOFT 
By Edward Thatcher 


This simply written 76 page book is 
packed with valuable and practical infor- 
mation for the worker in gold and silver. 
Describes and illustrates the methods and 
tools successfully used in soldering. 


Price 75 Cents Postpaid 
(Cloth Bound) 


THE JEWELERS’ CIRCULAR - KEYSTONE 
239 West 39th Street 56th & Chestnut 
New York, N. Y. Philadelphia, Pa. 
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If you want a Complete Catalog of 


© FULLERS FINDINGS 


to assist and enable you to 

=" ORDER FROM YOUR JOBBER 
Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, Ill. 











Srcomparable 
Ui ic Tea) 


OUR WORK COSTS NO MORE THAN 
ORDINARY WORK 
BECKER-HECKMAN CO. 
29 E. Madison St. 


CHICAGO, ILL. 





GENUINE 
Bohemian Garnet 
Jewelry 


HENRY KLAAS CO. 
58 E. Washington St. Chicago 





















| SILVERWARE 28 














SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 



























Your JOBBER HAs 


NEWALL | 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 








CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


5 South Wabash Ave. Chicago, Ill. 








WANT TO BUY 


Paul Revere, Hampton Court, Patrician, Adams, 
Vintage, Queen Anne and other discontinued Silver- 
plate and Sterling patterns for cash at 50% of retail 
price. We sell discontinued patterns at 75% retail 
price—write us. 


SILVER STATE EXCHANGE 
Box 695 Colorado Springs, Colo. 























Send Glass Sizes for Estimate 
Designs and Materiais -No Obligation 


CAMDEN ARTCRAFT CO. 160 N.Wells St. 


CHICAGO. ILL. 





Tom McMahon, Thos. J. Dee & Co., 
is spending a few weeks in California 
with his family. 

Al Long, manager of A. C. Becken 
Co.’s Denver store, spent several days 
at the home office in Chicago last month. 

Walter Kahn, of L. & M. Kahn & 
Co., New York, spent several days in 
Chicago last month visiting the diamond 
trade. 

Jack Lipsker, of Goldsmith’ Bros. 
Smelting & Refining Co., Chicago, left 
Jan. 9 on his semi-annual trip through 
the Middle West. 

Ben Guth has been appointed Middle- 
western representative of the French 
Jewelry Co., Philadelphia, manufacturers 
of marcasite jewelry. 

R. Coulson, manager of the Winnipeg 
office of the Canadian Ball Watch Co., 
spent several days here last month visit- 
ing the office of The Ball Co. 

Myron J. Kelly, Chicago manager for 
Rogers Lunt & Bowlen Co., returned 
home last month after a business trip 
to the factory in Greenfield, Mass. 

Wm. H. McGreevy, for many years in 
Chicago, now representing Ostby & Bar- 
ton Co., Providence, in Cincinnati terri- 
tory, visited his friends here in January. 

Al Schoumacher, of M. A. Mead & 
Co., spent a month’s vacation following 
the December rush in Florida accom- 
panied by Mrs. Schoumacker and their 
son. 

E. R. Rodriguez, well-known to the 
jewelry trade of the Middle West, has 
been appointed representative in this 
territory for Harvey & Otis, Inc., Provi- 
dence. 

Emil Noel, wholesale jeweler, and his 
wife left Chicago the middle of January 
for an extended trip during which they 


will visit Mexico and South American 
countries. 
Carl W. Mouch, fetail jeweler of 


Champaign, III, is spending two months 
in California where he will visit his 
mother in Anaheim and his sister in 
San Francisco. 

Sam Gordon, wholesale jeweler of 
Oklahoma City, visited with the trade in 
Chicago a few days last month as he 
was returning home from New York and 
other eastern markets. 

The annual dinner dance of the Golden 
Roosters of Chicago, will be held in the 
Gold room of the Congress Hotel the 
night of Feb. 25 when the newly elected 
officers will be installed. 

J. Roy Philip of the Hamilton Watch 
Co.’s Chicago office, accompanied by his 
family, spent three weeks visiting rela- 
tions in Toronto and Stratford, Canada, 
in December and January. 

Maurice Dembitzer, of Osias Grossfeld, 
Antwerp, visited members of the dia- 
mond trade in Chicago during January 
and expects to establish regular repre- 
sentation in this territory. 

Murray Abbott, of Enid, Okla., has 
sold his jewelry business to James Nay- 
lor, of the same city, who has combined 
it with his store. Mr. Abbott expects 
to make his home in Anaheim, Cal. 

H. C. Foster, of Foster, Inc., Provi- 
dence, spent several days in Chicago last 
month, visiting the trade here and an- 
nounced that Albert N. Davis is now 
their representative in the Middle West. 

George Fox, San Francisco, who rep- 
resents Bates & Bacon and D. F. Briggs 
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Co. on the Pacific Coast, spent several] 
days in Chicago recently visiting Frank 
Newburger, their Chicago representa- 
tive. 

Hans Tas, of Louis Tas, N. V., Amster. 
dam, in America last month to visit 
their customers in the United States, 
spent several days in Chicago. Before 
returning home he also visited New York 
and Kansas City. 

Max Mandelbaum, representing Eng- 
land, Klein & Levy, New York, who suf- 
fered a broken ankle while on a trip 
out here nearly a year ago, was in Chi- 
cago last month and is almost completely 
recovered from the accident. 

S. B. Reagan, Baldwin, Miller Co, 
Indianapolis, who fathered the Mid-West 
Market Week held at the Palmer House 
in Chicago during the first week of Jan- 
uary, was called home the second day on 
account of the sudden death of his 
father, Joseph E. Reagan. 

Herman P. Haynes, Chicago manager 
for Ingersoll-Waterbury Co., Inc., con- 
ducted a sales conference here the first 
week in January which was attended by 
all the salesmen of this territory, who 
were instructed in the sales promotion 
plans for the next several months. 

The Metropolitan Chicago Chapter of 
the American Gem Society held its first 
1939 meeting in the Pittsfield Building 
Jan. 4, with large attendance. President 
H. Paul Juergens presided and Dr. A. 
J. Walcott lectured on the dichroscope 
explaining its use and value in identify- 
ing gems. 

Robinson & Sverdlik, precious stone 
importers of New York, announce the 
closing of their Chicago office, formerly 
located in the Pittsfield Bldg., Chicago. 
Fred Kline, who was formerly in charge 
of this office, is no longer connected with 
the firm. William Robinson will continue 
as heretofore to cover the Chicago area 
direct from New York. 

The diamond-importing firm of A. D. 
Leveridge, of 607 Fifth Ave., New York, 
will be represented in this city by Don 
R. Leveridge, whose temporary business 
address will be the Columbus Safe De- 
posit Vaults. Mr. Leveridge, until re- 
cently was in the diamond centers of 
Europe. A. D. Leveridge will continue 
to make his frequent visits here. 

When a pretended customer suddenly 
left the Loftis jewelry store at 808 E. 
63rd St. the afternoon of Dec. 30 with 
a watch and diamond ring, he was fol- 
lowed by Edward Gildea, a clerk. Not 
able to catch the thief, Mr. Gildea tried 
his revolver as the man mounted the 
steps of the 63rd St. elevated. The 
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DIAMOND CUTTING 


Re-Cutting Price List—Special 


Y% and % Carat $5}; % and %4 Carat $9 
% and % Carat 7| % and 1 Carat 10 


Removing Chips $1.50 to $3.00 


Estimates Furnished 
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Stein & Ellbogen Company 
Diamond Cutters and Importers 
55 East Washington St., Chicago, Ill. 
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jewelry was recovered and the man will 
be placed on trial for robbery. 

L. A. Bartlett, of the Clearview com- 
act division of The Universal Button 
Co., was in Chicago early in January and 
announced that A. B. Paulson, Chicago, 
has been appointed representative for 
territory south of St. Louis and Cin- 
cinnati and Oren E. Hohneck will rep- 
resent on the Pacific Coast, with head- 
uarters in Los Angeles, while Fred 
Warnecke will continue to represent in 
the Middle West. 

The annual meeting of the Jewelers 
Club of Chicago was held in their club 
room at 55 E. Washington St., the night 
of Jan. 17. After dinner President J. 
T, Montgomery, M. A. Mead & Co., 
called the meeting to order and after a 
brief business session, during which the 
treasurer reported an attractive balance, 
officers were elected as follows: Presi- 
dent, Charles B. Brown, Stein & EIl- 
bogen Co.; vice-president, R. S. Hul- 
bert, Oneida Community; treasurer, 


Myron J. Kelly, Rogers, Lunt & Bowlen 


Co., and secretary, Arnold Price, the 
Ball Co. 

William H. Philleo, who earned $2 a 
week during his first year of apprentice- 
ship, early last month celebrated his 
50th anniversary as a jeweler and watch- 
maker in his establishment at Aledo, IIL, 
where his business has been situated 
for more than 36 years. After four 
years with Will R. Johnson in Rock 
{[sland, Mr. Philleo became associated 
with his brother, the late A. K. Philleo, 
in business at Alexis, and in 1894 he 
attended Elgin Horological School. A 
valued citizen of Aledo, Mr. Philleo has 
been secretary-treasurer and _ president 
of the Retail Merchants Association and 
active in many clubs. 

William Schlossman, who has been ac- 
tive in the work of the good and welfare 
committee of the Chicago Jewelers Asso- 
ciation for nearly 15 years, during which 
time he was chairman for eight years, 
recently resigned as chairman, In appre- 
ciation of the faithful and efficient ser- 
vice rendered the trade by Mr. Schloss- 
man in helping solve crimes against the 
trade and prosecuting offenders, the as- 
sociation presented him with a chest of 
“Lady Diana” sterling silver tableware 
and a coffee set to match. The presenta- 
tion was made at his home January 21, 
by President John G. Leiner and Frank 
Milhening, who has been a member of 
the committee all these years. While 
Mr. Schlossman is in retirement as chair- 
man, the committee will still have the 
benefit of his counsel and advice. 


Mid-West Market Week 
At Chicago Gets O.K. from 
Wholesalers and Manufacturers 


Cuicaco—The first Mid-West Market 
Week, held at the Palmer House Jan. 
2-6, under the aspices of The National 
Wholesale Jewelers’ Association, was a 
success far beyond the expectations of 
either manufacturers or wholesalers. 

When this event was proposed at the 
annual convention held here last June, it 

















PEARLS FIT FOR A QUEEN .. . 
From the South Seas and the 
Orient, Cultured Pearls in Neck- 
laces and Jewelry of all kinds. 
Imperial Pearl Syndicate 


607 Fifth Ave. New York 
5 No. Wabash Ave. Chieago 
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met with little enthusiasm from either 
manufacturers or wholesalers. In fact, 
it was thrown into the lap of the sec- 
retary to work out with the manufactur- 
ers. As a result of the efforts of Sec- 
retary George Fernley and his associates, 
58 manufacturers’ lines were on display 
for the week, and buyers representing 75 
wholesale houses from 25 cities of the 
Middle-West, West and South, were reg- 
istered. 

On Sunday, sales representatives ar- 
ranged their displays and were ready 
Monday morning for the buyers. Secre- 
tary Fernley and assistant secretary 
Thomas J. Fernley, Jr., were on hand to 
register the buyers and advise them of 
their appointments with manufacturers. 

The entire seventh floor of the hotel 
was used for displaying the sample lines 
and there was little or no confusion in 
keeping dates. As each line was shown 
in an individual room, there was no dis- 
turbance or interference during the time 


a buyer was looking over the line. Many | 
representatives stated that larger bills | 
were sold than when they visited whole- | 


salers last year. 

With the experience of this year, it is 
believed that almost perfect arrange- 
ments can be worked out for the future 
and that the Mid-West Market Week 
will be a permanent event in the jewelry 
trade, and that the attendance will be 
more nearly 100 per cent from the cities 
of this section, thereby eliminating most 
of the first trips usually made each year 
by manufacturers’ representatives. 





Chicago Horological Guild 
Reelects All Officers 


Cuicaco— The Chicago Horological 
Guild, organized last July, held its first 
annual meeting on Jan. 20, in Room 529 
of the Pittsfield Bldg., where 50 mem- 
bers heard a chalk talk by J. B. Demps- 
ter, of the Museum of Science and In- 
dustry, on the subject of true steel. He 
demonstrated’ the preparation of this 
metal for use in tools and springs. 

Officers re-elected for the year were: 
Arthur Jackson, president; R. G. Selke, 
vice-president; Carl H. Ander, secre- 
tary-treasurer. The executive committee 
is composed of the officers and S. G. 
Brolin, for watchmakers; J. B. Spauld- 
ing, for retailers; F. B. Hostettler, for 
trade shops, and J. F. Macke for whole- 
salers. The good-will committee is com- 
posed of Fred Lund, Jack Lund and 
J. F. Macke. 

W. H. Samelius, of the Elgin Watch- 
makers College, Elgin, Ill., will be the 
speaker at the next meeting, at the same 
place, on Feb. 17, and will discuss fea- 
tures of the escapement and the rating 
of watches. 


NOVEMBER IMPORTS 
Article Number Value 
Watches and watch move- 

SE ciawerceaeseedc 364,492 $976,560 
WOSten GO000 wecvenasiee Seenee 85,935 
Clocks and clock move- 

SN. bc cre uanaveaeens 2,909 8,640 
Diamonds— 

mouee, Weewk ...sececs 8,211 cts. 767,295 

Cae SEE own weaee as 40,819 1,826,948 
Pearls— 

OS eer ae re ee 24,162 

Cultured or cultivated. ...... 27,932 
Other precious and senti- 

precious stones— 

MS Sec edu. “Gamelds 859 

Cee GN <ccveccaue scuees 152,999 
Imitation stones except 

GER J cadustecduede: Kaaaas 171,527 
Imitation, opaque, includ- 

ing imitation pearls.... ...... 759 
Stesnne OWNS. coves wceees 9,255 
Silver-plated tableware .. ...... 37.910 
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DERN WATCH 


| REFINISHED 


ESSENTIAL TO THE M¢ 


-KIRK-RICH DIAL CORP. | 


Hayworth Bidg., Chieago, Ill. 


Allen Bidg. 315 W. Sth St. 
Dallas, Texas Los Angeles, Call?. 
Clark Bide. Seabeard Bldg. 
Pittsburgh, Pa. Seattle, Wash. 


220 Bagley Av., Detroit 














McRAE & SHAW 
168 N. Michigan Ave. 
CHICAGO, ILL. 


Originators of 


"THE OLD TATTLER" RADIO PROGRAM 
“EXCLUSIVELY FOR JEWELERS” 








WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 
612 METROPOLITAN BLDG. 
DETROIT, MICH. 











Protects silver from tarnish. 
Easily applied, harmless, not a lacquer. 
Approved by Good Housekeeping Institute 
Send for sample. 

Welmaid Manufacturing Corporation, 

Dept. 6—5852 Broadway, C 














ficme WATCH CO. 


S S.WABASH AVE. CHICAGOILL. 





USED WATCH 
MATERIALS 


USED MOVEMENTS 1| 2 





Good Condition 
Good Dials 
0-Size Elgin, Waltham 

$2.00 — 15J, $3.00 
6 size Huntin 


BOWLVD YOd GNIS 


12 or 1 

73, $1.75 — 15J, $2.7 PRICE 

12 ,o Open Face THE OF 

73, $2.25 — 1543, $3.25 NEW MATERIALS 
$2.00 — 15s, $3.00 

H ie ’ Wheels, pinions, 

tg. Elg., Wal. ' 
7 1 5 pallet forks, etc. 


for all watches. 
Send sample of 
what you want! Af 
Guaranteed! Remit 
only if satisfactory. 


6% L rect. or 6% oval 

6, $2.00 — 153 

10% L. 63, 75 
153, $1.25 


$2.50 
¢=_— 
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GRAU & HUBER 


Manufacturing Jewelers 
Diamond Setting 
Special Order Work 
Watch and Jewelry Repairing 
Engraving and Carving 
Of All Kinds 
Founded 1918 


416 CLARK BUILDING 
PITTSBURGH, PA. 
Telephone: ATiantie 1465 








HEEREN & CO. 


SPECIAL ORDER WORK 


GOLD & SILVER 


PLATING 
JEWELRY REPAIRING 


New Location 
603 Manufacturers Bidg. 
530 Duquesne Way, Pittsburgh, Pa. 











DIAMOND SETTING 
JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given to 
orders. 


TRIANGLE 


JEWELRY MFG.CO. 
602 Clark Bldg., Pittsburgh, Pa. At. 7723 








JEWELRY REPAIRING 
DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 


405 Clark Bldg., Pittsburgh, Pa. ATlantic 2336 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 

















| PITTSBURGH 


The mother of David S. Mallinger, 
Clark Bldg., passed away at her home 
Jan. 15. 

Chester Hall, of Hall Bros. Co., Clark 
Bldg., and Mrs. Hall are sojourning at 
Miami Beach, Fla. 

Wilber A. Marr, jewelry buyer for the 
Parsons-Souders Co., Clarksburg, W. 
Va., was a recent Pittsburgh visitor. 

The partnership of Binstock . Bros., 
1711 Center Avenue, has been disolved. 
Israel Binstock will continue to operate 
the business. 

Three Samuel Weinhaus Co. salesmen, 
Joseph Menner, Ray Menner and Henry 
Brooks, are now on the road with the 
new Spring lines. 

Grau & Huber, manufacturing jewel- 
ers, Clark Bldg., report a nice Christmas 
business. They are expecting a continu- 
ation during 1939. 

Hyman Landaw, Landaw Bros., watch 
materials, Clark Bldg., believes the trade 
is in a much better buying position this 
year. Inventories have been reduced and 
collections continue fair, he reports. 

William J. Kappel, of W. J. Kappel 
Co., accompanied by his two daughters 
and sons, William, Jr., and Herbert, are 
at Braznel, Fla., on the outskirts of 
Miami Beach. 

C. G. Mortimer, of Heeren & Co., 
manufacturing jewelers, Manufacturing 
Bldg., reports fairly satisfactory busi- 
ness. He is optimistic on prospects for 
the new year. 

Edward Albright, manager of the 
jewlery department for Kaufmann’s, and 
Mrs. Albright are vacationing in Florida. 
Others include Ralph Grodstein, of the 
Triangle Optical Co., and his family who 
have taken a cottage for the season. 

Emanuel De Roy, manager of the 
Johnstown, Pa., store for S. H. De Roy, 
and wife, are bound for South America 
on the Saint Ellena. Mr. and Mrs. S. H 
De Roy recently went on to New York 
to celebrate their 30th anniversary. 

Frank Bloser, New Kensington 
jeweler, stopped off in Pittsburgh en- 
route to the inauguration ceremonial of 
Gov. Arthur H. James, which was held 
in Harrisburg Jan. 17. Clarence Bloser, 
his brother, has recovered from a recent 
illness. 

Herman Auerbach, Pittsburgh district 
manager for M. A. Mead & Co., and 
John Joseph of the same organization, 
attended a sales conference at the home 
office, Chicago, Jan. 23. Mead Mont- 
gomery, treasurer of the company, was 
a recent Pittsburgh visitor. 

F. J. Bauer, Bauer & Mutschler, manu- 
facturing jewelers, Clark Bldg., is re- 
ceiving the sympathy of the trade as a 
result of the death of his father, A. J. 
Bauer, who passed away Dec. 21. He 
had been associated with Joseph Horne 
Co. of this city for 25 years. 

Plans are progressing for the annual 
convention and exhibit of the United 
Horological Association to be held in the 
Roosevelt Hotel, this city, in May. J. P. 
Sommers, state assaciation secretary, 1526 
Beaver Avenue, Pittsburgh, is the local 
chairman. Most of the Pittsburgh mate- 
rial houses will be among the exhibitors. 

The Grogan Co., Inc., retail jewelers, 
Sixth Avenue and Wood Street, are cele- 
brating their 100th anniversary. Framed 
drawings of all former presidents of the 
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concern are being displayed, against 
orange velvet drapes, in the Sixth Ave. 
nue show windows. Lynford Keatip 
son of the late Francis A. Keating, is 
the present president. 

Pittsburgh was well represented at the 
annual banquet of the Jewelers’ 24 Karat 
Club in New York in January. Among 
those in attendance were David Weis 
a member of the firm of Grafner Bros, 
wholesale jewelers, 818 Liberty Avenye. 
W. S. Bickart, Pittsburgh district man. 
ager for the I. Ollendorf Co.; Gus Bast. 
heim, president of the Henry Wilkens & 
Co., and Louis Silberman, manager of 
the Liberty Avenue store; Al De Roy, 
of Jos. De Roy & Sons, and Harry f, 
Silverman, vice-president of the Samuel 
Weinhaus Co., 720 Penn Avenue, whole- 
sale jewelers. 

Plans were formulated for the organi- 
zation of the Western Pennsylvania Re- 
tail Jewelers’ Association Jan. 11 in the 
Roosevelt Hotel, this city, with 31 jewel- 
ers in attendance. Phillip B. Krauss, 
North Side jeweler, served as chairman 
of the organizing committee and said 
the purpose of the group, whose mem- 
bership is open to all retail jewelers in 
Western Pennsylvania, will be to in- 
prove business methods in the jewelry 
trade by trying to eliminate misleading 
advertising, spurious jewelry “sales” and 
other unfair business practices. Members 
of the organizing committee include 
Leonard Helfer, Martin M. Kramer and 
J. P. Sommers, of Pittsburgh; Herman 
Crown, New Kensington; W. J. Brosnan, 
Homewood, and D. H. De Nardo, Brad- 
dock. Another meeting was scheduled 
for Tuesday night, Jan. 31, in the Roose- 
velt Hotel, at which 75 jewelers were 
expected to attend. 





BABER DONATES TROPHY 


Fort Wayne, N. Y.—Weisel Baber, lo- 
cal jeweler, recently donated a trophy to 
the Fort Wayne Central H. S., to be 
known as the Croninger Speech Trophy, 
named in honor of Fred H. Croninger, 
principal of the school. The cup will be 
given to some student speaking in any 
worthy community services outside of 
school. All students of the school are 
eligible to win the trophy. 














GOLD and SILVER 


Scrap and Wastes 


PUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 





GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 


“VERNON-BENSHOFI CO. 


933 Ridge Ave. Pittsburgh, Pa. 
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Bigger Advertising Program 
And New "Verithin" Watch 
Announced at Gruen Meetings 


xwati, Onto—Increased adver- 
tise appropriations for 1939 were an- 
nounced by Benjamin S. Katz, president 
of the Gruen Watch Co., when Gruen 
sales representatives from all parts of 
the United States and Canada gathered 
here the first week in January for their 
annual January sales convention. The 
1939 campaign includes magazines, radio, 
dealer promotion and many other forms 

vertising. 

Sf sae fate, vice-president of the 
Gruen Co., outlined to the sales force 
the magazine plans, which include full- 
page advertisements in such _national 
magazines as Esquire, Vogue, Time, New 
Yorker, True Story, Saturday Evening 
Post and a number of Canadian publica- 
eke new “Verithin” wrist watch for 
men, which is now being introduced by 
Gruen, will be prominently featured in 
the advertisements. This watch, which 
was made possible by an ingenious re- 
arrangement of the wheel train, is ex- 
ceptionally thin for a popuplar-priced 
wrist watch. 

Frank Smith, advertising manager, 
said that two new dealer radio shows 
will be added to the four already being 
used by 136 jewelers. These local broad- 
casts are expected to be of particular 
value during the slack months of early 
spring keeping the jeweler’s name in the 
mind of the public and creating good 
will in the community. 

Climaxing the spring campaign, Gruen 
will sponsor a nationwide contest direct- 
ed at high school and preparatory school 
students just before graduation. Stu- 
dents will be asked to register with the 
local Gruen jeweler for entrance in the 
contest. To the student who writes the 
best 50-word paragraph on “I’m proud 
to be an American because . . .” will 
go a $1,000 scholarship in any American 
College or the equivalent in cash. The 
second national prize will be $500 in 
cash and the third prize $250 in cash. 
The winner in each school will receive 
a Gruen watch. 


Race, Retired, Continues as 
Director of International Silver 


William H. Race, who was affiliated 
with the International Silver Co. for 
about 50 years, retired on Jan. 1. For 
the past four years he has been assistant 
to President Evarts C. Stevens. Mr. 
Race will retain his place on the board 
of directors. He entered the employ of 
the Meriden Silver Plate Co. as a boy 
of 17, and later became the manager of 
its order department. Subsequently he 
became sales manager of all the Inter- 
national Factory E lines, and then assis- 
tant general sales manager of the firm. 





FRANCIS W. GRUEN 


Dayton, O.—Francis William Gruen, 
59, one-time vice-president and attorney 
for the Gruen Watch Co. of Cincinnati, 
died at his home here Christmas Day of 
a cerebral hemorrhage. He was the son 
of Dietrich Gruen, founder of the watch 
company, and the brother of Fred and 
George Gruen, executives of the firm. 

Other survivors are his widow, two 
sons, Edward D., of Toledo, and Richard 
F., of New York, and a sister, Mrs. 
Charles W. Bieser, of Dayton. 

Mr. Gruen was a founder of the First 
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The accompanying map shows in per cent how independent jewelry store sales dur- 


ing December compared with the business in December, 1937. 


Although the vol- 


ume continues below the previous year, the difference is now only 2 per cent—the 
closest approach to the 1937 level made during any month of 1938. 

December was the fifth consecutive month to show a gain over the previous month, 
with an increase of 210.9 per cent over November, which had been 7.2 over October. 

Nine of the 25 states for which data are available showed better jewelry sales than 
in December, 1937. The largest gains were registered in the North-West area, with 
Oregon leading the recovery parade with a gain of 15.7 per cent, followed by Washing- 
ton with a gain of 11.8 per cent. The South Atlantic and East South Central areas 
also showed substantial gains in jewelry sales volume. In none of the states where the 
average volume of jewelry sales fell below that of December, 1937, did the loss amount 
to 10 per cent. This was a decided improvement over November, when seven states 
had losses of more than 10 per cent from the previous November. 

Among the 837 reporting stores, 46.8 per cent of them had higher December sales 
than in December, 1937; 47.8 per cent had smaller sales, and 5.4 per cent reported 


less than 1 per cent change. 


These figures are based wpon reports to the Current Statistical Service of the Bu- 
reau of Foreign and Domestic Commerce, Washington, D. C. The stores’ combined 
volume for December, 1938, was $8,410,900, compared with $8,582,600 for December, 
1937, and with $2,705,300 for November, 1938. 
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Savings and Banking Company of this 
city, former commander of the Miami 
Military Institute at Germantown, O., 
and a member of the University Club of 
New York. 





SAUERS SAIL FOR ‘FRISCO 


Albert Sauer, Jr., of the Cincinnati, O. 
firm bearing his name, which manufac- 
tures the Split-Proof tubular and flat 
watch attachments with the patented 
Kon-ite features, sailed in company with 
Mrs. Sauer, aboard the San Francisco 
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from New York, on Jan. 28, bound for 
the Golden Gate Exposition, at San 
Francisco, where they plan to remain for 
about a month. 








Nat Koslow Announces 
The opening of a Pacific Coast 
office at— 
220 West 5th St., Los Angeles, Cal. 
Mr. Gilbert G. Keppler wiil 
be in charge— 
NAT KOSLOW, INC. 
42 West 48th St. New York, N. Y. 























FOR PROMPT— 
DEPENDABLE SERVICE 
Send Us Your Orders for 
ELGIN—*HAMILTON 
*xZONES 7-8-13-17 
WALTHAM PREMIER WATCHES 


1847 ROGERS BROS.— 
WM. ROGERS SON— 
COMMUNITY SILVER PLATE 


Also all well known jewelry lines 


GERWE-FROHMAN CO. 
CINCINNATI OHIO 











AT YOUR SERVICE 
ELGINS — *HAMILTONS 


*Zones 6-7-8 
VIRGIN DIAMONDS 
CELLINICRAFT JEWELRY 


Lines of quality and style that give you pro- 
tected profits. 


You can recommend them to your customers 
with confidence. 


GREENWOLD-GRIFT CO. 


The house of quality and service. 
18 West Seventh St. Cincinnati, Ohio 











DIAMOND CUTTING 


expert work ... fast service 


NY 5 csesuswcseseed $ 9.00 per carat 
CE ictenissshwaees 10.00 per carat 
OO ere 11.00 per carat 
Fr SSS re a 12.00 per carat 

| Sears 14.00 per carat 
Sere ee 16.00 per carat 
HA Ae ee 18.00 per carat 
| er 26.00 per carat 


LITWIN & SONS 


114 West Sixth St. 
CINCINNATI, OHIO 








Diamond Rings - = =Specializing in 
Diamond Rings 
you can sell. 

Jewelry = = « = © =Largest assort- 
ment and lat- 
est styles. 

Kenwood Watches -You cen sel! 
with satisfac- 
tion and right 
price. 


KLEIN BROS. CO. 
WHOLESALE JEWELERS 
617 Vine St. 


Cincinnati, Ohio 








LOCKETS 


Complete with 18- 
inch Rope Chains 
all 1/20 12Kt. GF 
Quality put up in 
individual gift dis- 
play boxes. 


ONLY $4.00 
EA. KEYSTONE 
Five Different Shapes 
Available, Including 
, Heart Shape. Send for 
Selection Today. 


S. SILVERMAN CO. 


525 WALNUT ST. CINCINNATI, O. 


























Carl Benkeser has become associated 
with the Gerwe-Frohman Co., 18 W. 7th 
St., to specialize in the watch division of 
the wholesale house. 

A change of firms was made by A. F. 
Gebhardt, who is now traveling for Lit- 
win Sons in the South. He was formerly 
associated with Gebhardt Brothers. 

Office space has been taken by Harry 
A. Menke, watchmaker, in the Hulbert 
Block, Sixth and Vine Sts. Menke now 
is in the headquarters of A. H. Feltman 
Co., Inc. 

The proposed refinancing of the capital 
structure of the Gruen Watch Co. will 
be held in abeyance for the time being, 
because of general market conditions, it 
was announced by Benjamin S. Katz, 
president. 

Joseph Posener is on the road for a 
six weeks’ trip that will take him as 
far as Seattle, Wash., for A. Sauer & 
Co., tubular watch strap firm here. 
Edward Sauer is touring the South for 
the same firm. 

Walter Schaeffer, member of the Town 
Criers and associated with Klein Bros. 
Co., will join the ranks of benedicts some 
time during 1939. Mr. and Mrs. Joseph 
Helmers announced the engagement of 
their daughter, Jeanne, to Mr. Schaeffer 
at the end of last year. 

Alfred E. Eich, 61, veteran watch- 
maker, collapsed at his home, 2040 Queen 
City Avenue, and was pronounced dead 
at the General hospital, just at the close 
of the year. He had been in charge of 
the watch repair department of the 
Lange Jewelry Co., Emery Arcade, for 
23 years. 

The activities of two stores of William 
Grassmuck & Sons, Inc., will be consoli- 
dated into one. The firm closed its store 
at 617 Vine St. and centered all its busi- 
ness at its other store, 34 East Fourth 
St., in the Fifth Third Union Trust 
structure. The corporation will observe 
its 50th birthday this year. 

A deft appropriation of two strap 
watches was made in the store of Louis 
Hummel, Sinton Hotel, Fourth and Vine 
Sts. While Hummel was waiting on a 
customer, another visitor in the place 
slipped the two time pieces from a tray 
into his pocket and walked out. One 
watch was valued at $65, the other 
at $50. 

Recent visitors to the Queen City in- 
cluded; G. Spencer Brown, Seth Thomas; 
Ted Allison, Rookwood boxes; Archie 
Denker, Newall Co.; Louis Page, Bugbee 
& Niles Co.; George Fredenberg, Parker 
pens; James Lester, International Silver 
Co.; Harold Fredenberg, jeweler, Spring- 
field, Ohio; Leo Schlenker, jeweler, 
Eaton, Ohio, and Walter Williams, 
jeweler, Milford, Ohio. 

The annual ball of Cincinnati Guild, 
Ohio Watchmakers Assoication, set an- 
other record at the Sinton hotel, Jan. 14. 
The total attendance this year was 524, 
37 more than attended the dance last 
year. A major part of the increase was 
furnished by the Town Criers, whose 
table this season was surrounded by 60 
persons whereas it numbered half that 
many in 1938. 

The dance was a huge success and 
produced quite a sum to be added to the 
legislative fund that is to be spent in an 
effort to establish a watchmakers licens- 
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ing bill in Ohio. The party lasted unt 
far in the morning. 

Bespeaking a greater spirit of ¢. 
operation and asking for a continued 
effort to build up Greater Cincinnati as 
a jewelry center, Jacob A. Litwin was 
installed president of the Cincinnati 
Wholesale Jewelers & Manufacturers 
Association. He succeeded John A, 
Gerwe whose annual report showed a 
larger fund in the treasury than was 
there the year before. 

Raymond J. Frommeyer, of Klein Bros, 
Co., Ine., is vice-president of the asso- 
ciation for the year. Arthur Hirshfield 
will continue to act as secretary, while 
Earl Bose remains treasurer. Maurice 
Gold and Fred Haller, both of Chicago, 
were guests at the dinner. 

The annual meeting was held at the 
Hotel Metropole and started with a large 
steak dinner arranged for by Clarence 
Loeb, who usually completes all details 
for outings, dinners and meetings of the 
jewelry group. 

George Emmett Brown, one of the 
road men of Gerwe-Frohman Co., was 
elected president of the Town Criers for 
1939 on Jan. 5. Mr. Brown had been 
first vice-president. 

Guests included Paul Morrison and 
Ken Vickery, of Kalamazoo, Mich.; Jack 
Hagel, Washington, Ind.; Leo Simon, 


_ Vincennes, Ind., and Earl Webster, of 


Odin, Ind. 

L. R. “Ollie” Olsson, local representa- 
tive of the Waltham Watch Co., is first 
vice-president; Norbert Meehan of D. 
Jacobs Sons, second vice-president; 
Charles Dispeker, head of the Schwab 
Co., third vice-president; Robert Henge- 
hold, of Schumer Bros., Co., treasurer, 
and J. Charles Hummel remains secre- 
tary. Ballots had been distributed a 
week preceding but ‘actual voting did not 
take place until after members had con- 
sumed a bountiful buffet dinner. 

Richard Aukenthaler as_ president, 
headed the list of officers at the annual 
installation of Cincinnati Guild, Ohio 
Watchmakers Association. The officials 
for 1939 were elected in November and 
the contest was between the Balance 
Wheels and Train Wheels with the for- 
mer winning all but one office. The local 
Guild roster was increased by two with 
the admission of William Benham and 
Roy Procter, both of whom are employed 
at the Gruen Watch Co. 

Walter Eberhardt, 51, died at Christ 
Hospital after a long illness. He had 
been general superintendent of _ the 
Herschede Hall Clock Co. for a score of 
years. Born in the Queen City, he at- 
tended public schools. Before becoming 
associated with the MHerschede firm, 
Eberhardt had been with the Eagle 
Manufacturing Co., New World Mfg. 
Co., and Model Tool Co. He was a 
32nd degree Mason and Shriner. His 
widow, daughter, son and two brothers 
survive. 














WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 
Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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n Levy, of I. Albert’s Sons, 
Bh ge eules 373 Washington 
st "+s cruising in the West Indies. 

Boston jewelers’ sales will be benefited 
by visiting delegates attending the 113 
conventions scheduled here for 1939. 
M. A. Banks, of the N. C. Nelson 
Co. jewelers of Concord, N. "I., visited 
the wholesalers the latter part of Jan- 
ay Anderson, a jewelry craftsman, 
associated with Norling, Bloom Co., 
381 Washington St., for over 50 years, 
died Jan. 1. : 

J. D. Palmer, jeweler, of Gardner, 
Mass., who visited the wholesalers early 
in January, reports a satisfactory holi- 
day business. 

William Selburg New England repre- 
sentative of the Elgin Watch Co., is at- 
tending the annual sales conference at 
the home office, Chicago. 

Freistadter’s watchmaking school of 
Watertown, Mass., will hold an exhibit 
of students’ work. Twenty young men 
taking the course in horology will grad- 
uate in May. 

J. E. Conlon, clockmaker and an au- 
thority on antiques, 38 Province St., will 
lecture on “Early American Clocks” be- 
fore the Marblehead Historical Society 
at Marblehead, Mass. 

I. Albert’s Sons, Inc., wholesale jewel- 
ers, 873 Washington St., held their annual 
sales conference the week of Jan. 16. 
Max Alberts, the sales manager, out- 
lined an active and progressive program 
for 1939. 

Boston’s Old Clock Club will hold a 
meeting at the Old State House Feb. 4. 
The speaker will be Major Edward P. 
Hamilton, of Milton, Mass., who will 
tak on “Old Watches and their 
Makers.” 

An important meeting of the Worces- 
ter Watchmakers’ Guild will be held 
Feb. 6. Greater Boston jewelers have 
been giving replacement orders for pop- 
ular priced jewelry and watches. They 
admit stocks are low. 

Norman Hayes, manager of D. C. Per- 
cival Co., Inc., wholesale jeweleres, 373 
Washington St., accompanied by Mrs. 
Hayes, sailed Dec. 28 on a buying trip 
to the diamond markets of Holland. 
They will visit France and England, re- 
turning this month. 

The Boston Jewelers’ Club dinner will 
be held Feb. 4. The entertainment at 
these annual gatherings is the result of 
the splendid work of Committeemen 
W. L. Stone, of the Gorham Mfg. Co., 
a H. A. Martin, of Weiler & Martin 
John C. Nelson has been appointed 
manager of Swartchild & Co.’s Boston 
office, 387 Washington St. For more 
than 30 years he has been associated 
with the watchmakers’ and jewelers’ 
supply business, covering the New 





m Original B Gold Top 


Line 






i 06. p Warr 
ti THE 
\W) JEWELRY: CUTLERY NOVELTY CO. 


NORTH ATTLEBORO MASS 


TESTED SALES LEADERS 
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England states. Mike Mahar, of the 
Boston office, will take over the territory. 

Lawrence Percival, treasurer of D. C. 
Percival Co., Inc., wholesale jewelers, 
373 Washington St., presented each 
member of the staff with a gold pin or 
button on Jan. 1, in commemoration of 
the firm’s 75th anniversary. The figures 
“75” in gold, on blue enamel, make the 
diamond-shaped lapel pieces very hand- 
some. 

Petitions favoring the passage of a 
watchmaker licensing bill, which is to be 
brought before the legislature at the 
present session, are being circulated 
among jewelers and watchmakers. The 
legislative committee of the Massachu- 
setts Guild, of U.H.A., which is con- 
ducting this work, is composed of Presi- 
dent W. H. Bright, chairman, J. 
Edward Bogage, Worcester; W. D. 
Herbert, Sr., Worcester; Earl Sheppard, 
Brockton; Arthur Sterns, Lynn, and 
K. S. Carlstrom, Watertown. 

Lowell Thomas, the “Sunoco News 
voice of the Air,” gave his national 
broadcast of news Jan. 19 from Wal- 
tham, Mass., before his lecture at the 
Hovey Institute, Arriving at 1.30 p.m. 
Mr. Thomas went directly to the Wal- 
tham Watch Co, where the president, 
F. C. Dumaine, had reserved two office 
rooms for his use. Telegraph receiving 
sets were installed, enabling the onerator 
to take the world’s news. In the prep- 
aration of these dispatches, for his 15- 
minute broadcast, Mr. Thomas devoted 
the entire afternoon. Other than his na- 
tional listeners, over a thousand people 
were present at the broadcast, which 
Mr. Thomas jokingly stated, “Must be 
timed to the split second, for ‘Buck’ 
Dumaine is holding a precision watch 
to time this broadcast.” 





Davis and Hawley Co. 
Marks Its Centennial 


Broceport, Conn.—Davis & Hawley 
Co., retail jewelry firm, celebrated its 
100th anniversary the week of Jan. 16. 
This firm, at Main and John Sts. since 
1924, is one of the largest quality jewelry 
stores in the state. Many of the employes 
have long records of service with the 
company. Lewis J. Wood is the oldest 
ranking employe, with a record of 42 
years. Mrs. Lillian Whitlock has been 
with the company for 30 years, and John 
Smith for 23 years. William C. Hawley, 
president since 1922, entered the organi- 
zation in March, 1890, and is now round- 
ing out his 49th year. F. B. Hawley is 
secretary and W. B. Hawley is assistant 
treasurer. 


BRISTOL AVERS RIGHTS 


Renewed determination to enforce 
their patent rights on their “fishtail” de- 
sign rings was announced this month by 
the Bristol Seamless Ring Co., 71 Nassau 
St., New York. These designs are pro- 
tected by patent rights 96610 and 96611, 
it was stated. 





Montreat—The annual dinner of the 
Montreal Jewelers’ Association was held 
at the Windsor hotel, Jan. 17, with some 

2,000 worth of prizes awarded. 
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DON’T 
Renew that Policy 


... ‘til you get a quotatian from 
the Jewelers Own Company. 

= 
We write fire—windstorm—Ex- 
tended Coverage for all in the 
Jewelry Industry. 

2 
With no obligation to you we 
will send complete costs on any 
policy you wish. 

a 
Present dividends: 
33 1/3% on fire policies 
25% on windstorm policies 


ee ee eee ee ee 


SAMs 
MU Utbaee 


FIRE INSURANCE COMPANY 
JEWELERS INSURANCE BUILDING 
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The 
More Experienced 


the travellers, the 
more certain that, in 
Philadelphia, they 
will stay in the very 
center of all impor- 
tant activities at the 


BELLEVUE 
STRATFORD 


CLAUDE H. BENNETT, GEN. MGR. 


See PHITADELPHIA 


...on yceur World’s Fair Trip 























Where to Buy 
IMPORTED 


China and Glass 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 











Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 











ROYAL DOULTON 


English Bone China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 


The original production 


WM. 8S. PITCAIRN CORPORATION 
104 Fifth Ave. New Verk, M. Y. 


FINE Row CHINA 


Famous the World Over 
Available from New Y 


ork Stocks 
ROSENTHAL CHINA CORP., 149 Sth Ave. New York 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in stock for immediate delivery. Great 
variety of patterns and designs. 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 
Importers, 105-107 Fifth Ave., New York 


ROYAL CAULDON and COALPORT 
China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 


WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 
EDWARD BOOTE 33% %n2"%* 


NEW YORK. N Y 
SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 


Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St, New York. N. Y. 


W. E. LINDEMANN 


GLASS 




















CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 


THEODORE HAVILAND 


CHINA DINNERWARE 
Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND & CO., Ine. 
26 W. 23rd St. New York 

















A banquet, in honor of John H. Bal- 
lard, president of the Bulova Watch 
Co., held in the Jade Room of the Wal- 
dorf-Astoria Hotel, New York, Jan. 18, 
marked the end of the week-long annual 
sales convention, which was attended by 
representatives from every part of the 
United States and Canada, as well as 
several special guests. 

Entertainment, headlining Arlene 
Francis and Budd Hulick, of the Philip 
Morris “What’s My Name?” radio show, 
among many others, included the uproar- 
iously funny professional after-dinner 
speaker, “Senator” Ford. 

The banquet, designed as a testimonial 
to Mr. Ballard for his efforts and good 
works, also served to promote the co- 
operative spirit of the Bulova organiza- 
tion and sent the men off, on their new 
season’s work in high spirits. Credit for 
the great success of the affair goes to 
the banquet committee, composed of 
Bulova salesmen of long standing, Bar- 
ney Berkes, Norman Teguns and Morti- 
mer Evans. 

The convention, preceding the ban- 


Bulova Ends Sales Conclave With Dinner to John Ballard 













After a long week of wrestling with sales 
charts, graphs, budgets and the like, the 
sales representatives of the Bulova Watch 
Co. could still show a united front of ha py 
faces, at their testimonial dinner to their 
chief, John H. Ballard (inset). 





quet, featured the inauguration of a new 
sales method for the company, it was 
disclosed by Mr. Ballard. The new pol- 
icy has, as its keynote, the slogan— 
“Year ’round advertising means year 
’round sales!’ and Bulova salesmen 
were presented with a plan to help them 
educate jewelers to a program of con- 
sistent and intelligent use of newspaper 
space all through the year, in the belief 
that if the jeweler will use newspaper 
space the year round, his sales will be 
better regulated, and less subject to vio- 
lent peaks and valleys. 

Mr. Ballard further made known that 
there would be an increase of the adver- 
tising appropriation for the coming year 
of 25 per cent over that of 1938, which 
was the largest in the history of the 
Bulova Watch Co. 

Besides the regular sales meetings, 
conducted by Samuel P. Epstein, Bulova 
sales manager, the convention heard 
talks and discussion on advertising, mer- 
chandising and promotional plans for 
the coming year by Milton H. Biow, of 
the Biow Co., advertising agents for the 
Bulova Watch Co.; Raymond F. War- 
ren, advertising manager, and Herbert 
H, Hyman, publicity manager. 





Jewelry Crafts Association 
Names Schaeffer President 
At Annual Dinner Meeting 


Jacob H. Schaeffer, of Shiman Bros. 
& Co., Inc., was elected president of the 
Jewelry Crafts Association, Inc., for the 
third time, at the annual membership 
dinner meeting, Friday, Jan. 27, at the 
Hotel Taft, New York. 

Mr. Schaeffer, who held the same office 
from 1935 to 1937, succeeds William B. 
Ogush, of Katz & Ogush, Inc., who also 
served two terms. Mr. Ogush was elected 
first vice-president. 

The other officers, all of whom were 
retained, are: Henry L. Sperling, execu- 
tive secretary; Rawson L. Wood, of J. 
R. Wood & Sons, Inc., second vice-presi- 
dent; John L. Corbett, of Corbett & Ber- 
tolone, Inc., treasurer; and directors, Mr. 
Corbett, Barnett Esh, of Kaspar & Esh, 
Inc.; David Klebanoff, of Klebanoff & 
Grossman, and Albert E. Levy, of Eng- 
land, Klein & Levy, Inc. 

Prof. Herman A. Gray, of New York 
University, addressed the meeting on 
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labor relations, and magical entertain- 
ment was provided by the Great Maurice. 


Where to Buy 
DOMESTIC 
China and Glass 


HAWKES CRYSTAL 
GLASSWARE 


for discriminating 
people—WRITE 


T. G. HAWKES & CO. 


CORNING, N. Y. = 
N. Y. Office: 542 5th Ave. op wareerosr 


LENOX CHINA 





















SERVICE PLATES 


DINNERWARE 
NOVELTIES 
LENOX Made in America 
LENOX, INC. Trenton, N. J. 
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Gem Conclaves 
To Be Held in April 
At Boston, Chicago 


C. I. Josephson, Jr., chairman of the 
National committee of the American 
Gem Society, H. Paul Juergens, pres- 
jdent of the Central division, and John S. 
Kennard, president of the Eastern divi- 
sion, have completed preliminary plans 
for the 1939 conclaves of the American 
Gem Society. 

The conciaves for Fastern and South- 
eastern students will be held in the 
State Suite of the Copley Plaza hotel, 
Boston, from Sunday, April 16, to Tues- 
day, April 18. The Boston Guild of the 
A.G.S. will be host, and may be expected 
to arrange an even more interesting and 
important program that it did last year. 

The gemologists of the Central and 
South-Central States will again convene 
in the Sky Rooms of the Stevens hotel, 
Chicago, from Sunday, April 23, to 
Tuesday, April 25. The Chicago Guild 
A.G.S. will be host to this conclave for 
the third year. 

As usual the instruction will be super- 
vised by the Gemological Institute of 
America. Members of its Educational 
Advisory Board from the mineralogical 
department of various universities and 
museums who act as instructors of the 
various regional Study Groups, will as- 
sist in the direction which will again 
he in charge of R. M. Shipley, president, 
and Robert Shipley, Jr., laboratory di- 
rector. 

Attendance will again be limited to 
members and students of the American 
Gem Society. In 1938 about 200 at- 
tended these conclaves. 





Jewelers Vigilance Committee 
Issues Review of Its Work 
Against Fraud During 1938 


—A manufacturer of yellow metal 
ware agreed to stop using the word 
“Mir-a-gold” for articles made of base 
metal and containing no gold. 

—A Mid-Western department store 
gave assurance it would no longer ad- 
vertise silver-plated pewter as “Russian 
silver—handwrought, non-tarnishing.” 
_-——A furniture store which maintains a 
Jewelry department stopped advertising 
diamonds weighing as little as 72 points 
as “one-carat center diamond solitaires.” 

—An adventure magazine was halted 
from advertising fraudulent “railroad 
watches” and “engineer’s watches” for 
$2.59. 

These protections for the jewelry in- 

dustry, and scores more like them in 
every part of the country, represented 
the work last year of the Jewelers Vigi- 
lance Committee, which last month 
mailed a summary of cases handled by 
it to a number of manufacturing, whole- 
sale and retail jewelers. Many times 
the committee gathered data for the 
Federal Trade Commission, which ob- 
tained stipulations from the respondents 
or issued cease and desist orders against 
the offending firms or individuals. 
_ G. H. Niemeyer, of Handy & Harman, 
is chairman of the Jewelers Vigilance 
Committee; Bryon L. Shinn, 527 5th 
Ave., New York, counsel, and Alpheus 
L. Brown, 15 Maiden Lane, New York, 
treasurer. 
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Longines-Wittnauer Has Preview of ‘Time & Space’ Display 





The Longines-Wittnauer Watch Co. 
held a dinner to dedicate its New York 
World’s Fair exhibit, the Time & 
Space Building, Friday evening, Jan. 20, 
at the Hotel Astor, New York. After 
Morris Guilden, treasurer of the com- 
pany, had welcomed the guests and out- 
lined the background of the enterprise, 
he introduced Wayne Faunce, vice-di- 
rector and executive secretary of the 
American Museum of Natural History. 
As Mr. Faunce rose to speak, the lights 
were dimmed and a model of the Time 
& Space Building placed in the center 
of the horseshoe table around which the 
guests sat, was spotlighted. Acting as 
master of ceremonies he then explained 
how the American Museum of Natural 
History was cooperating with the Lon- 
gines-Wittnauer Watch Co. at the 
World’s Fair. 

The Time & Space Building, which 
will be in one of the prominent thorough- 
fares, is being erected by the Longines- 
Wittnauer Co. to house an exhibit of its 
timepieces which have been used in va- 
rious historical, aviation, astronomical 
and other scientific enterprises as well 
as a display of other Longines watches 
having general historical interest. 

Dr. Clyde Fisher, curator-in-chief of 
the American Museum of Natural His- 
tory, described the details of the exhibit 
which the Time & Space Building would 
house. 

After he concluded, Fred Waller, fa- 
mous for his work as a _ projectionist, 
and who is developing the machines and 


methods necessary for the Time & Space 


display, spoke. He was followed by 
F. Trubee Davison, president of the 
museum. Others present included Fred 
H. Smyth, bursar of the museum; Hans 
Christian Adamson, assistant to the 
president; Prof. Wm. H. Barton, Jr., 
executive curator of Hayden Plane- 
tarium. 

Among the guests were Alfred Fell- 
heimer and Stewart Wagner, architects 
of the Time & Space Building; Alan R. 
Ferguson, promoter and general mana- 
ger of the enterprise; Maurice Mermey 
and L. C. Squire, both executives of the 
New York World’s Fair; Malcolm C. 
Hutchison, of the Irving Trust Co.; Rob- 
ert Kiernan, of the Sterling National 
Bank; Henry L. Schenk, Jr., of the 
Trade Bank of N. Y.; Herman S. Siegel, 
of the David Berdon & Co., accountants ; 
B. Esh and Felix Levy, of Kasper & 
Esh; Henry M. Weitzner, who will erect 
the Time & Space Building; M. Brisk- 
man, attorney; Arthur Rosenberg, pres- 
ident of the Arthur Rosenberg Co., the 
advertising agents of the Longines-Witt- 
nauer Watch Co.; Samuel Rubenstein, 
vice-president, and Charles silver, trea- 
surer, and Brooke Farley, copy chief of 
the company. The entire sales force and 
all executives of the Longines Co. were 
present with the exception of John 
Heinmuller, president, and M. Fred 
Cartoun, vice-president and sales mana- 
ger, both of whom were then in Geneva 
at the Longines factory. Cables were 
received from these executives. 








Sales Plans Are Announced 
For Dirilyte Products by 
American Art Alloys, Inc. 


Koxomo, Inp.—American Art Alloys, 
Inc., of this city, successors to the assets 
and plant of the American Dirigold 
Corp., last month announced extensive 
changes and additions to their produc- 
tion facilities and sales organization. 

This company manufactures “Diri- 
lyte,” the name “Dirigold” having been 
abandoned in compliance with Federal 
Trade Commission requirements, and the 
manufacturers state that the alloy has 
been greatly improved. The old organ- 
ization of Swedish spinners and other 
craftsmen has been retained, and pro- 
duction is in charge of Karl Molin, 
originator of the Dirilyte alloy. Im- 
proved production and finishing methods 
have given the metal an even greater 
brilliance and beauty. 

J. S. Zeller, formerly of R. H. Macy 
& Co. and Gimbel Bros. in New York 
and recently of Wm. H. Block Co. of 
Indianapolis, has been appointed sales 
manager, with offices at the New York 
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display room, 362 Fifth Ave., where a 
complete showing of Dirilyte flatware, 
hollowware and decorative pieces was 
installed January 15. 

Display rooms will also be maintained 
in Chicago, Los Angeles, and at the 
plant here. Representatives will cover 
the jewelry trade from coast to coast. 
An extensive campaign of national ad- 
vertising has been prepared, including 
merchandising helps for the retailer. 





E. M. GATTLE & CO. PATENT 


Following publication of this journal’s 
January issue, it was called to our 
attention that the firm of E. M. Gattle 
& Co., Inc., retail jewelers of 703 5th 
Ave., New York, hold a patent on the 
wide bracelet of gold equipped with re- 
movable, diamond-set clips illustrated 
on page 32 of the January number. 





KEPPLER REPRESENTS KOSLOW 


Nat Koslow, Inc., New York makers 
of platinum diamond jewelry, announce 
the opening of a Pacific Coast office at 
220 W. 5th St., Los Angeles, which will 
be in charge of Gilbert G. Keppler. 
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Devoted to the horologist who serves civilization 
by providing accurate measurement of time. 


Special Chucking Devices 


by JOHN J. BOWMAN 


Chairman, 


HE story of a recent experience of one of our read- 

ers contains a point that shall be taken as the text 
for this article. The point of the story is that a knowl- 
edge of certain too-little known methods for holding 
lathe work can double or even quadruple the usefulness 
of one’s lathe, and enable a workman to do many a job 
that can add much to his reputation and profits. 

A fine old “grandfather” clock was brought to the 
shop in question, with the complaint that others couldn't 
make the hour-hand stay in place; it often loosened and 
slipped to wrong places on the dial. As our subscriber 
had only recently located in the community, he was 
naturally most anxious to give good service to the promi- 
nent citizen who brought him this job. 

Examination showed that the hand was set friction- 
tight on a shoulder on the hour-wheel pipe; and that 
previous botchwork, in an attempt to adjust the fitting, 
had resulted in a battered hole in the hand and an irreg- 
ularly formed shoulder on the pipe. The proper deci- 
sion was made to bush the hand-hole, and to re-dress 
the shoulder on the pipe by turning it to a perfect fit 
with the bushed hole in the hand. 

The bushing was easily done. But siitiien in the 
lathe outfit would hold the hour wheel to enable a true 
seat to be turned for the hand. The pipe was found not 
exactly perpendicular to the wheel, so that neither the 
bezel chuck, the universal face-plate, nor a cement- 
chuck would do for the job. So the workman wrote and 
put his problem up to the “Workshop Notes” service 
of Tue Jewe ers’ Circutar-Keysrone. 

Our answer to this query explained how to use a 
wooden arbor, held “between centers’—a quick and 
simple method for holding this large piece for turning, 
which has the further advantage of centering the work 
exactly on the axis of the pipe, insuring that the hand 
will be at the same distance from the dial plane at every 
point of its movement. We soon received an apprecia- 
tive letter from the subscriber, saying that our advice 
had been taken, with perfectly satisfactory results. 

The use of the wooden arbor will be fully explained 
later ; this example is stated briefly now just to illustrate 
the value of knowing some of the more unusual chucking 
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Educational Committee, The Horological Institute of America 


methods in lathe work-—which will be the subject of this 
article. 

The methods to be discussed are mostly for handling 
odds and ends of the larger kinds of work. For smaller 
work, split chucks are more suitable; their proper use 
was thoroughly dealt with in earlier articles of this 
series on turning with hand tools. While hand tools 
can be used for most of the work now to be described, 
its large size does make a slide-rest advantageous for 
doing it. 


TURNING "BETWEEN CENTERS", WITH FACE-PLATE AND DOG 


It is strange to see how this oldest, simplest, and most 
comprehensive method for holding lathe work, is so little 
known and used by watchmakers—the method in which 
a piece of material is supported between centers in lathe 
head and tailstock, and rotated for turning it by a “dog” 
clamped on the work, and further connected with a 
plain face-plate on a chuck in the lathe spindle. 

True it is that this older method was supplanted by 
a more convenient device, the split chuck, for doing small 
But imagine a job to do for which the largest 
In such 


work. 
hole in any of your split chucks is too small! 


—# 


a case, some just “give up”; or take the job to a machine 
shop, wasting time and money for something that could 
be so easily and quickly done with the simple and inex- 
pensive face-plate and dog. Others may fall back upon 
using a “jumbo” chuck (Fig. 1, 4), or a split chuck of 
the shoulder form (B, Fig. 1). But neither of these is 
to be recommended. The one at A wastes a lot of time 
centering the work, and the holding of work in the center 
is not at all dependable. And in the method B, not only 
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DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 
by R. J. Rocers, F.G.A. 
Price $1.50 Postage Paid 


This new book of all gems gives complete detini- 
tions of every stone used by jewelers from Achates 
(ancient name and origin of Agate) to Zircon and 
Zonochlorite with their specific gravity, chemical 
composition, crystallographic origin, hardness, re- 
fractive index, etc. 


The work is written for the jeweler with tables 
and notes in a form convenient for quick use that 
will give a brief explanation of crystallographic 
origins, some details as to cutting of gems, an ex- 
planation of refractive index, dichroism with 
tables, hardness with tables, specific gravity with 
tables, notes on manufactured gems and birth- 
stones. 


It is a valuable ready reference list for the retail 
jeweler, manufacturer, importer and lapidary. 


Cloth bound, 58 pages, 7x5% inches. 


The Jewelers’ Circular-Keystone 


239 West 39th Street 
New York City 


Chestnut & 56th Sts. 
Philadelphia, Pa. 
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would many chucks be required to cover what might be 
needed, but these shoulder chucks are structurally weak, 
whereas they ought to be particularly strong, for heavy 
work. So the simple method of holding odd pieces of 
large-size work between centers, should be understood, 
and used when conditions call for it. 

A general idea of holding and driving work between 
centers is given in Fig. 2, which shows the head and 
tailstock of an ordinary watchmaker’s lathe, and between 
these is seen: A piece of work 4; pointed centers on 


Cc 


a 























ao 


Fig. 2 





tapers B, B’; the plain face-plate C; and the dog or 
work-carrier D. A more detailed idea is given in Fig. 3 
of the face-plate at A, and of one form of dog at B. 
The piece of material to be turned needs to have 
female centers sunk in each end, to accommodate the 
taper centers of face-plate and tailstock. These need 
not be so accurately placed that the blank will run dead- 
true; a little untrue surplus material will be removed 
at the first turning cut, to true the blank. A close 
enough centering may generally be made by trials with 
an ordinary steel dividers, or even “by eye.” Once lo- 
cated, strike the center with a V-pointed punch. If the 
work is of quite large diameter, drill short holes in the 
blank at the centers, and enlarge the V’s with a counter- 





Fig. 3 


sink of the same taper (this should be about 60 deg.) 
as the lathe centers have. This is to insure a secure 
hold by the centers, against the strain of turning heavy 
work. After centering the blank, slip the dog on one end 
of it; place the blank between the lathe centers; clamp 
the dog tightly on the blank, after seeing to it that the 
dog engages with the pin on face-plate, if of the kind 
shown in Fig. 8, or in the slot in face-plate if of the 
other type in which a “tail” on the dog takes the place 
of the pin on the face-plate. Make sure that the head 
and tailstock are firmly bolted to the lathe bed. Now 
everything is ready for the turning. Keep the tailstock 
center well oiled during the turning. 
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In turning an extremely long piece between centers, 
it should be supported by a “‘steady-rest,” shown in 
Fig. 4. This, it is true, is very seldom needed in the 
work of our craft, and one may prefer to avoid its cost 
by doing without it; or else to make up the attachment, 
which would not be too difficult for anyone who is skill- 
ful and resourceful in using watchmakers’ tools. This 
steady-rest prevents a long slender piece of work from 
springing under the strain of turning; its fingers rest 
against the work; it must be moved occasionally as the 
tool progresses, and reset as each cut changes the 
diameter of the work. 

Depending upon the nature of the job, sometimes the 
best use to make of turning between centers is just to 
turn, on the tailstock-end of the blank, a shoulder to fit 
the largest regular split chuck one has; and then finish 
the job held by the chuck, instead of driving it by face- 
plate and dog. An example of this would be when part 
of the job is to drill a hole, as when making a pipe of 
brass for a dial-train wheel in a clock. 


HOLDING TUBULAR WORK ON WOOD ARBOR 


For any job like the one mentioned at the beginning 
of this article, when some exterior turning has to be 
done that will run true with a cylindrical hole of large 





diameter, it may be a “‘life-saver” to know of the simple 
expedient of holding the work on a wooden arbor. To 
put a piece of any close-grained wood between centers 
as in Fig. 2 and turn a diameter on it to fit friction-tight 
in the hole in the work, and thus drive the work while 
turning it, is a quick and accurate way of handling 
such jobs. Wood is used for large work simply because 
it is more easily and quickly turned than metal. For 
smaller work, wood may be not stiff enough, and brass 
would make a better arbor. If you have a split chuck 
large enough, a brass arbor can be driven by it instead 
of between centers; but if this arbor is long, its outer 
end should be supported by a tailstock center. 

In using a wooden arbor, its V-centers should be made 
extra deep, for safe support; and its tailstock center 
be lubricated with soap instead of oil. 

When fitting an arbor to a hole, the end of the arbor 
should be very slightly tapered, to lead to the straight 
portion whereon the fit is to be friction-tight. This 
avoids accidentally making the arbor slightly too small, 
which would require the making of an entire new arbor. 


To be continued in an early issue 























WORKSHOP WOMES ¢ QUIERITIES 


ik it true that the Shortt astronomical clock is the most 
accurate timepiece in existence? Where could I ob- 


tain full information on the principle and construction 
of this clock? (Question No. 5174.) R. D. W. 


Answer—It is true that the Shortt clock is the most 
accurate timepiece made. These clocks were first used 
at Greenwich, England, at the Royal Observatory, in 
1924. Their performance soon became a sensation in 
the scientific world. Up to that time, the best astronom- 
ical clock was generally conceded to be the Riefler clock 
made in Germany. But new standards of accuracy have 
been established by the Shortt clock, which is a com- 
bination of inventions by William Shortt and Frank 
Hope-Jones, of England, by which two pendulums are 
used, a “slave’ pendulum for transmitting time, and a 
“free” pendulum for auxiliary to correct errors of the 
slave pendulum. The best explanation of the Shortt 
clock is in the book “Electric Clocks,’ by F. Hope- 
Jones, M.I.E.E., F.R.A.S., published by Arthur ‘Tre- 
mayne & Co., Ltd., London, England. You could obtain 
catalogs illustrating Shortt clock installations by writ- 
ing the makers of the clock, The Synchronome Co., Ltd., 
Alperton, Middlesex, England, to which address the firm 
has recently moved from London. 


URE BLOCK TIN—I have seen several fine old 

watches of European make, with gold enameled cases, 
and small diamonds set around the bezels (open-face 
cases). These stones appear to be set in some white 
metal that has become dull-looking; so it cannot be plati- 
num; and it does not show the black tarnish that would 
be on old silver. Can you tell me what metal this might 
be? (Question No. 5175.) T. J. B. 


Answer—Your description of the appearance of the 
metal in which the stones are set, indicates that it is pure 
block tin. This metal was frequently used in the finest 
watch cases of the kind and period you refer to, because 
platinum had not come into use for jewelry as early as 
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then, and silver was not as suitable because of its ten- 
dency to blacken. 


PDAWHIDE MALLET—What kind of hammer is best 

for use in stretching gold rings on a steel mandrel? 
I have been using one with a head made of lead but this 
gets dents in it that make it necessary often to file the 
dents out, which takes too much time. (Question No. 
5176.) S. P. Co. 


Answer—Unquestionably the best thing to use for the 
purpose mentioned is a rawhide mallet. The head of 
this is made of a strip of hard, tough leather, tightly 
coiled and fastened at the outer end. Blows from it 
against a ring held on the steel mandrel are heavy 
enough to stretch the metal of the ring; but on account 
of its fibrous texture, the leather does not dent either 
itself or the ring, as a hammer will even of very soft 
metal like lead. Wear on the mallet head takes place in 
the form of separation of tiny fragments of fiber, so 
that the head may be used until worn out without need- 
ing reshaping. 


LD AMERICAN WATCH—We traded in an old 

American 18 size watch of three-quarter plate de- 
sign with movement engraved: “Stratton’s Patent, 
No. 125420, American Watch Co., Waltham.” It is fine- 
ly finished; and has a stopwork at barrel that looks 
more like Swiss than American work. Can you give us 
some idea of the age of the watch, and its history? 
(Question No. 5177.) D. D.-T. Corp. 


Answer—In 1859, a business depression resulted in 
the lay-off of some of the foremen at the then recently 
organized watch factory at Waltham, Mass. Several 
of these men interested investors at Nashau, N. H., and 
organized a watch factory there. In 1862, business hav- 
ing revived at Waltham, the latter company bought out 
the Nashua plant and moved the machinery to Waltham, 
reemploying the foremen, and taking the unfinished 
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watches to pe completed at Waltham. Your watch is 
one of those designed by N. P. Stratton at Nashua and 
fnished at Waltham. It was made perhaps between 1865 
and 1870, and is thus between 68 and 73 years old. 


EFINING ECONOMY—Please give me a method 
R for getting the pure metals out of my gold filled 
scrap, filings, and old gold and silver, instead of sending 
these to a refinery. (Question No. 5178.) D. J. Co. 


Answer—If what you want is to recover the greatest 
possible value in money from the miscellaneous mate- 
rials named, this can be best realized by sending them 
to a reliable refiner. Your letter-head shows that you 
are a retail jeweler. This means that you could hardly 
have sufficient quantities of scrap and old metal to refine 
to do it economically. The other difficulty is to acquire 
the experienced ability to do the work. You asked for 
“, method.” This indicates that you are under the 
impression that all you need to know is one formula for 
refining a number of different materials; but you would 
have to have knowledge and equipment for numerous 
processes. Unless you could go to an established plant 
for personal instructions, the latter would have to be 
from studying books; and this would mean learning by 
experimentation, including, as this usually does, the 
making of mistakes at your own expense of time and 
money. The established refiner has the equipment and 
experienced ability; he receives from his customers many 
small batches of work, which all together make great 
volume, processed economically, the cost shared by cus- 
tomers in proportion to quantity of work each sends in. 
The additional cost to you, the profit you would pay to 
a good refiner, would be much less than your overhead 
expense for doing small lots of refining. If, in spite of 
the above advice, you wish to try doing your own refin- 
ing, we would be glad to suggest books for study, and 
addresses of dealers in equipment and materials. 


INGS “BLACKEN SKIN’’—We have a puzzling 
case in dealing with one of our customers, as fol- 
lows: This lady has a wedding ring and engagement ring 
bought of us. She complains that when she wears both 
rings on one finger, the skin becomes blackened under- 
neath the rings; but when she wears the rings on 
separate fingers, no blackening occurs. Can you explain 
this so that we can pass the information on to her? She 
seems to think that the rings are at fault in some way. 
(Question No. 5179.) F. S. Co. 


Answer—Your customer’s seemingly peculiar experi- 
ence, that the skin of a finger is blackened when two 
rings are worn, but is not blackened when one ring is 
worn on the same finger, really confirms our customary 
explanation of how contact with jewelry may blacken 
the wearer’s skin. It is very important for jewelers to 
be able to explain this, because when it happens, the 
customer is apt to accuse the jeweler of having sold a 
mismarked inferior quality of gold. The truth is that 
it is possible for a ring made of pure 24 karat gold to 
blacken the skin, just as may happen with very low 
karat gold; but for a different reason. Low grade gold 
blackens skin by chemical action on the alloy that pre- 
dominates in the metal. This effect is absent with high- 
karat gold; but the skin may be blackened nevertheless 
in this way: some persons’ skins exude an oily secretion, 
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which catches and holds atmospheric dust, ordinary dirt 
from handling things, etc. This foreign matter is rubbed 
into the natural oil on the skin, under the ring, producing 
the discoloration which is wrongly blamed on high-karat 
gold, in cases like yours. When a very narrow ring is 
worn, the shifting positions of it allow contacts with 
handled objects, soap and water, etc., to remove the de- 
posited dirt from time to time. 


WRIST-WATCH IS ALSO TIMER, TACHOMETER, 
CHRONOGRAPH, TELEMETER 


A new wrist-watch chronograph has just been placed 
on the market by Jules Racine & Co., 20 W. 47th St., 
New York. This unusual timepiece should find a ready 
acceptance by sportsmen, scientists, aviators, radio an- 
nouncers, in fact everyone who must adjust his effort to 
accurately controlled time. Appropriately named the 
Multichron, it includes in one compact case, watch, 
timer, chronograph, tachometer and telemeter. The 
mechanism is a 15-jewel movement from the Gallet fac- 
tory, which has specialized in fine stop watch movements 
for more than 50 years. 

Two small dials on the face are devoted to the regular 
hour, minute and second readings, as in the conventional 
watch. Around the outer edge of the face is the tele- 
meter scale, which is used to measure the distance of 
light and sound. To increase legibility this scale is in 
red. Immediately within this scale is the one for the 
timer or stop watch, calibrated to fifths of a second, 
which are read directly from the sweep-second hand. 
This scale is in black. The next inner circles, which 
again are red, are the tachometer dial, which, through 
the stop mechanism of the sweep-second hand, measures 
speed of any given object in miles per hour up to 300 
miles. 

The watch is cased in stainless steel, the case having 
the Racine watertight construction which even under 
submersion prevents water from entering the case. Hair- 
springs and balance wheels are rust-resistant and resist 
contraction and expansion due to variation in tempera- 
ture. Another important feature is that the movement 
is non-magnetic—an outstanding advantage, particularly 
in broadcasting. It is of 13 ligne size, and is fitted with 
leather strap. A picture of the watch appears on page 
76 of this issue. 


To solve the problem of how to mount small or 
medium-sized cards in the show window or on counters, 
the Cushman & Denison Mfg. Co., 241 W. 23rd St., 
New York, has perfected the “cado” card holder shown 





here actual size. The holder is made of stainless steel 
and the makers claim it makes a price ticket more 
attractive. 
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Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 
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extra to cover postage must be en- 
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send duplicates. 
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Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word: 
minimum charge, 75c. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





MATERIAL MAN with long experience, 
wishes position. Address “H., 260,” 
care Jewelers’ Circular-Keystone. 





A GOOD T. O. man, present time em- 
ployed in credit jewelry, desires change; 
26 years old; single. Address “J., 292,” 
care Jewelers’ Circular-Keystone. 





MANUFACTURING jeweler, clock repair 
man, would like to work in or near 
Chicago. Address “Circular 1205,” Room 
1415, Heyworth Bldg., Chicago, Ill. 





WATCHMAKER, young man, _ experi- 
enced, single, desires position; prefer 
South or Middlewest. Address “V., 342,” 
care Jewelers’ Circular-Keystone. 





JEWELRY SALESMAN and diamond ex- 
pert seeks position with future; knowl- 
edge of several languages. Address “K., 
330,” care Jewelers’ Circular-Keystone. 





MATERIAL HOUSE manager, salesman 
or inside man; 15 years’ experience. 
Address ‘‘C., 400,’’ care Jewelers’ Cir- 
cular-Keystone. 





CERTIFIED WATCHMAKER, Bowman 
trained, 15 years’ experience, able to 
wait on trade; neat appearance; age 31. 
Address ‘‘W., 395,” care Jewelers’ Cir- 
cular-Keystone. 


WATCHMAKER, married, school trained; 
$20 week; steady; wishes position under 
good mechanic; go anywhere. Address 
“FR, 254,” care Jewelers’ Circular-Key- 
stone, 





SALESMAN, established following jobbers 
and installment houses, New York and 
East, desires connection with reliable 
concern. Address “D., 252,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, age 24, desires position ; 
good on balance and hairspring work ; 
school trained; go anywhere; refer- 
ences. Address “K., 293,” care Jewel- 
ers’ Circular-Keystone. 





SALESMAN, 15 years’ jewelry and gift 
ware experience, following in New Jer- 
sey; A-1 references; available at once. 
Address “G., 288,” care Jewelers’ Cir- 
cular-Keystone. 





FORMER store sales manager, America’s 
largest credit jewelers, desires change 
of locale; salary unimportant; must 
have future. Address “Circular 1207,” 
Room 1415, Heyworth Bldg., Chicago. 





YOUNG MAN, 31, married, seeks position 
with reliable watch or jewelry concern; 
has selling ability; 16 years’ experience; 
Al reference. Address “Y., 383,’’ care 
Jewelers’ Circular-Keystone. 


WATCH SALESMAN, wide experience 
Middlewest or Pacific Coast, desires 
connection with well rated firm; drawing 
account; no side lines. Address ‘M., 
371,’’ care Jewelers’ Circular-Keystone. 








Al APPRAISER and salesman, open for 
position with reputable loan office; a 
valuable man to the right party. Ad- 
dress “E., 363,” care Jewelers’ Circular- 
Keystone. 





MASTER WATCHMAKER, expert work- 
manship, all sizes; good appearance; 
salesman; percentage or salary; refer- 
ences; New York or vicinity. Mac Hally, 
288 W. 92nd St., New York City. 


MANUFACTURING jeweler and setter, 
well trained; background, capable de- 
signing to finishing; wants permanent 
position with reliable concern; have 
tools; references. Address “T., 214,” 
care Jewelers’ Circular-Keystone. 








YOUNG LADY bookkeeper, stenographer, 
10 years’ executive experience jewelry 
and watch trade; complete charge, cor- 
respondence, collections and credits. Ad- 
dress “P., 9189,” care Jewelers’ Circu- 
lar-Keystone. 


WATCHMAKER, schooled, three Years’ 
experience; age 238; neat, sober: free 
to go any place; considering maki 
change to right man at once. Addrest 
“G., 250,’’ care Jewelers’ Circular-Key 
stone. ' 





CREDIT jewelry salesman, young, fa 
with every phase of the jewelry beat 
ness; thorough experience window trim. 
ming and jewelry repairs, desires 
permanent position. Address “B,, 249» 
care Jewelers’ Circular-Keystone, 





aa. 

SALESMAN, manager, retail or credit. 

20 years’ experience; top-notch gales. 

man, window trimmer, show card 

writer, sales promotor; highest ere. 

dentials. Address ‘‘T., 271,” care Jewel. 
ers’ Circular-Keystone. 





WATCHMAKER, expert on _ baguettes 
clock and jewelry repairman, sales. 
man; 15 years’ experience; school 
trained; best of references. Address 
“H., 291,” care Jewelers’ Circular-Key. 
stone. 





FIRST CLASS mechanic, jeweler and en- 
graver, diamond setter, clockmaker and 
watchmaker ; best references; 22 years’ 
experience at the bench; must be in 
New York state. Address “G., 290,” 
care Jewelers’ Circular-Keystone, 





SALESMAN, thoroughly experienced 
watches, jewelry, and all kindred lines, 
desires connection, strictly high class 
manufacturer or jobber, to cover South- 
eastern states; Gentile. Address “Sales- 
man,” Box 268, Richmond, Va. 





WATCHMAKER, age 32, married, de- 
sires position in Connecticut; salary for 
steady employment, $25 per week to 
start; references furnished. Address 
“P., 310,” care Jewelers’ Circular-Key- 
stone. 








CASTER, expert caster of jewelry, makes 
rubber or metal moulds, vacuum in- 
vesting, assure 100 per cent perfect re- 
sults, desires position or installation. 
Address ‘‘A., 110," care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN; wishes to connect with job- 
ber, selling a general line of jewelry, 
diamonds and Elgin watches; have been 
selling jewelers for the past 10 years. 
Address ‘‘A., 399,” care Jewelers’ Cir- 
cular-Keystone. 


DIAMOND SELECTOR, age 39, thoroughly 
experienced, at present in complete 
charge of diamond setting establish- 
ment; best references; consider out of 
town position. Address ‘‘T., 388,’ care 
Jewelers’ Circular-Keystone. 


YOUNG MAN, hard worker, desires a 
position as watchmaker, school trained; 
own tools; go anywhere; South or West 
preferred; references; moderate salary 
to start. Address “L., 267,’ care Jewel- 
ers’ Circular-Keystone. 








YOUNG MAN, thorough knowledge 
wholesale watch business, desires posi- 
tion; some experience selling, and 
estimating retail watch and jewelry re- 
pairs. Address “K., 306,” care Jewelers’ 
Circular-Keystone. 





YOUNG MAN, married, 18 years’ experi- 
ence in watch business, desires inside 
position with wholesaler or importer; 
well acquainted in Metropolitan area, 
Address ‘“J., 305,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER’S ASSISTANT, 18, two 
years’ store experience; attending 
watch repairing school; salary second- 
ary to opportunity for further experi- 
ence; tools; references. Address “F., 
301,” care Jewelers’ Circular-Keystone. 





WATCHMAKER’S ASSISTANT, four 
years’ experience all makes Swiss and 
American watches; salary secondary ; 
age 33; neat appearing. Write, Ben 
Sherman, 2016 Marmion Ave., Bronx, 
N. ¥. 





DESIGNER, creator of original, mod- 
ern ideas, for the highest type and 
commercial jewelry, desires connec- 
tion with leading manufacturer. 
Charles Pauzat, 144 W. 72nd St., 
New York. 





RING OR GENERAL jewelry manufac- 
turing; young woman wishes perma- 
nent position; thoroughly experienced 
factory gold office, also orders and 
routine work. Address ‘“H., 354,” care 
Jewelers’ Circular-Keystone. 





TWELVE Y#ARS’ experience as sales- 
lady in retail stores; familiar with all 
standard lines; capable buyer; stock 
keeper; capable assuming responsibili- 
ties; South preferred. Address ‘‘J., 265,’’ 
care Jewelers’ Circular-Keystone. 


CREDIT COLLECTION manager, six 
years with large jewelry chain; experi- 
enced all phases of both departments; 
good appearance; aggressive ; best ref- 
erences. Address “E., 351,’’ care Jewel- 
ers’ Circular-Keystone. 





POLISHER and lapper, long experience, 
platinum and gold watch cases, rings, 
bracelets, clips, etc.; bright stripping 
for gold, producing finest rapid work- 
manship; best references. Address ‘‘H., 
262,’ care Jewelers’ Circular-Keystone. 


CREDIT JEWERLY salesman, age 30, 
tall, smart appearance, 10 years’ exper!- 
ence, including all branches of credit 
business; New York or vicinity. Ad- 
dress “B., 348,” care Jewelers’ Circu- 
lar-Keystone. 








ATTENTION Allentown, Bethlehem, 
Easton, Pa.; young man, age 31, expert 
diamond setter, all around retail sales 
clerk; can do light jewelry repairs; 
finest reference. Address “‘C., 261,’’ care 
Jewelers’ Circular-Keystone. 





YOUNG WOMAN bookkeeper, typist, 10 
years’ varied experience with jewelry 
manufacturers and diamond concern; 
capable taking full charge; excellent 
references. Address “I., 347,” care 
Jewelers’ Circular-Keystone. 
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Corporation Heads 
Promise Aid Against 
Wholesale-Retailing 


Jeweiers’ Crrcutar-Keysrone is glad 
to commend the excellent work that is 
being done to combat the unfair com- 

etition of certain firms who distribute 
to employes of large concerns catalogs 
in which it is falsely represented that the 

urchaser can buy at lower prices 
through the granting of discounts. Usual- 
ly while a few nationally advertised 
items on which it is possible to compare 
rices can be bought for less than estab- 
lished retail levels, on other lines where 
a similar check-up by the purchaser is 
impossible, list prices are set so_ficti- 
tiously high that even after subtracting 
the discounts the net cost is still higher 
than goods of the same quality would 
cost in established retail stores. 

We are glad to give publicity to the 
things that are being done in the effort 
to clean up this practice in the hope that 
this news may help to inspire others to 
carry on and intensify the work still 
further until the much needed house 
cleaning is completed. 

Last month we quoted from a letter 
mailed by William Wagner of the 
Jewelers’ Enforcement Committee, New 
York, to 1000 large New York firms 
with sizable lists of employes. Now 
comes to our attention a similar effort 
conducted by Charles C. Tinckler of 
Geo. O. Street & Sons, New York, and 
sponsored by four leading retail jewelers. 
The letter was sent to the presidents of 
125 of the largest corporations in New 
York City. 

Forty-eight replies were received. The 
president of one of the largest indus- 
trial corporations stated that he was 
“greatly obliged for your outline of the 
new merchandising scheme that is being 
foisted upon the public. This is the first 
time that we have heard of any such 
thing and I can assure you that we 
will be on guard against any exploita- 
tion of our employes and do everything 
in our power to discourage it.” 





Joseph E. Reagan, — of 
Baldwin-Miller Co., Indianapolis, 
Former N.W.J.A. Head, Dies 


Inpianapouis, INp.—Joseph E. Reagan, 
who began his business career at the age 
of six when he became a cash boy, died 
Jan. 3, after a heart attack in his office 
at the Baldwin-Miller Co., wholesale 
Jewelers, this city, at the age of 72. 

The deceased, who was one of the most 
prominent men in the wholesale jewelry 
field, was a past president of the 
National Wholesale Jewelers Association, 
in which office he served from 1916 to 
1918. He was previously the association’s 
treasurer. He was a member of the 
board at the time of his demise. 

A prominent figure in Indianapolis 
business for half a century, Mr. Reagan 
was a member of the Board of Trade 
and a director of the Better Business 
Bureau. He was first vice-president of 
the Bankers Trust Co., this city. 

In 1883 Mr. Reagan was employed as 
a salesman for a wholesale notions firm 
which was the forerunner of the Bald- 
win-Miller Co. He took over the man- 
agement of the business in 1900 and 
became sole owner in 1922. 
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HEADS JEWELERS SQUARE CLUB 


Edward Lembeck, of the firm of Ed- 
ward Lembeck & Bros., stone dealers at 
68 Nassau St., New” York, was elected 
to the presidency of the Jewelers’ Square 
Club, Jan. 9. Mr. Lembeck succeeds 
Maurice Y. Nathan, of S. Nathan & Co., 
Ine. 

Others named to office were: William 
Yeager, vice-president; Moe Rooder, 





Edward Lembeck 


secretary-treasurer; Isidore Friedman, 
sergeant-at-arms, and executive commit- 
teemen, Maurice Y. Nathan, Emil Sund- 
heimer, Louis Baltes, Joseph Goodman, 
Benjamin Biffar, James Thiese, Harry 
Bromley, Ben Dattelbaum, Julius Hertz- 
feld, Lloyd Lassner and Dave Weinberg. 





Everts Urges Support 
Of Publicity Campaign 
At Queen City Meetings 


Cincinnati, O.—The cooperation of 
the Cincinnati Wholesale Jewelers and 
Manufacturers Association with the Jew- 
elers Publicity Committee was promised 
by Jacob A. Litwin, president, to Myron 
Everts, ANRJA president, on Jan. 21. 
Litwin assured Everts that local firms 
would do everything possible to help 
build up the Publicity Committee fund 
and also do what they could to make 
the public generally more jewelry con- 
scious. 

Everts stopped here for one day while 
enroute to his home at Dallas, Tex., from 
New York City. He was the guest at 
an impromptu luncheon at the Cincin- 
nati Club at noon, which affair preceded 
a combined meeting of retail jewelers at 
the Hotel Netherland Plaza, Saturday 
night. 

The general meeting in the evening 
was presided over by Henry Von Unruh, 
president of the Ohio R.J.A. It was ar- 
ranged by members of the local associa- 
tion consisting of Edward Herschede, 
George Newstedt, Clifford P. Simper, 
A. W. Kampf, Clement A. Bockenstette, 
A. F. Chapman, O. B. Wise, Louis F. 
Hummel, Louis A. Noelcke, Henry 
Doepke, Anthony H. Hug and Von 
Unruh. 

In his talk at the wholesalers’ luncheon, 
Everts said the jewelry industry was 
facing a definite problem. “We cannot 
deny—the really big jewelry buyer has 
almost disappeared. Where a man for- 
merly spent a hundred dollars for ar- 
ticles he now spends twenty after quite 
some deliberation. It is our problem to 
make others show a desire to wear jew- 
elry, which extra buying will make up 
the difference caused by the disappear- 
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ance of the heavy spending customer. 
There is a relatively small market for 
high priced jewelry,” Everts said. 

He praised the work of the Publicity 
committee and asserted that retailers 
contribute fifty per cent or more of all 
funds spent by it, and that the other 
branches of the industry should be will- 
ing to pay their fair share. 





Brotherhood of Traveling 
Jewelers Elects B. J. Clark 
President at Annual Meeting 


Approximately 200 members attended 
the annual meeting of the Brotherhood 
of Traveling Jewelers, Saturday after- 
noon, Jan. 7, at the New York Athletic 
Club, when a buffet supper and floor 
show were enjoyed after a_ business 
session. 

Bernard J. Clark, New York manu- 
facturers’ representative, was named 
president, succeeding Harry C. Berdan, 
and Archer L. Chapin was elected secre- 
tary, succeeding Knowlton D. Read. 
Charles H. Conant was named vice-presi- 
dent and Ralph W. Biggs and Joseph E. 
Pryor were elected trustees. A consti- 
tutional amendment to reduce the mem- 
bership limit from 400 to 350, was passed. 

William Brown, who retired as a 
trustee, was named chairman of next 
year’s affair, which will be in celebration 
of the association’s 50th anniversary. 

















In the Field of Advertising 
and Trade Promotion 








Response of the retail trade to its re- 
cent pre-holiday promotion, has deter- 
mined the Marathon Co., Attleboro, 
makers of Kiddie Kraft children’s 
jewelry, to plan a more extensive cam- 
paign of similar nature in 1939. The 
manufacturer used the rotogravure sec- 
tions of 38 Sunday newspapers, with a 
combined circulation of over 6,500,000. 
This was said to be the greatest roto- 
gravure coverage ever bought by a 
maker of branded line jewelry. 

* * * 

A preferred position full-page four- 
color magazine and newspaper magazine 
giftselling campaign running the year 
round, plus extensive black and white 
local newspaper and radio advertising, 
were announced by President C. R. 
Sheaffer at W. A. Sheaffer Pen Co.’s an- 
nual salesmen’s convention Jan. 3-5 at 
Fort Madison, Ia. The company’s sales 
volume for November and December 
was the largest in nine years. Business 
improvement justified the company’s 
calling in the final outstanding shares of 
preferred stock on Jan. 1. 

* * . 

The Forstner Chain Corp., Irvington, 
N. J., is doing an almost unparalleled 
sampling stunt. This firm has published 
an eight-page illustrated brochure or cat- 
alog which covers every item in the new 
Forstner Preview Assortment for 1939. 
This preview assortment is available to 
any jeweler for two weeks consideration 
through an authorized wholesale distrib- 
utor. It embraces a representative and 
selected group of items in key chains, 
waldemars, watch attachments and other 
jewelry items that meet the requirement 
of the average, well-stocked jewelry 
store. Further information may be had 
by writing the company. 














































Books .. that will help your business. . 


Ca a group of books written in an interesting, instructive and authoritative 
manner on such pertinent subjects as gems, watches, clocks, store operation, jewelry making 
and repairing, engraving, plating and enameling. 


For the Gem Expert, Connoisseur and Student of Gemology 





@ DIAMONDS Frank B. Wade $2.00 
@ DICTIONARY OF GEMS R. J. Rogers $1.50 
@ GEM STONES G. F. H. Smith $3.00 
@ GEMS AND GEM MATERIALS Drs. Kraus & Holden $3.00 
@ GETTING ACQUAINTED WITH MINERALS -— George L. English $2.50 
@ HANDBOOK FOR THE AMATEUR LAPIDARY J. H. Howard $2.00 
@ PEARLS W. J. Dakin $1.00 
@ STORY OF THE GEMS H. P. Whitlock $3.50 
@ TEXT BOOK OF PRECIOUS STONES Frank B. Wade $2.50 
@ A KEY TO PRECIOUS STONES L. J. Spencer $2.75 


a . 2 
For the Skilled Watch and Clock Maker, the Apprentice and Student 


@ CLOCKS AND WATCHES G. L. Overton $1.00 
@ JUNIOR WATCHMAKER A. Gideon Thisell $3.00 
@ MODERN ELECTRIC CLOCKS S. F. Philpott $2.25 
@ MODERN METHODS IN HOROLOGY Grant Hood $2.50 
@ PRACTICAL BALANCE AND HAIRSPRING WORK W. J. Kleinlein $3.50 
@ RULES & PRACTICE FOR ADJUSTING WATCHES W. J. Kleinlein $3.50 
@ MODERN METHODS IN WATCH ADJUSTING Harold Caleb Kelly $2.65 
@ WITH THE WATCHMAKER AT THE BENCH _ Rog i $2.75 
@ THE WATCH & CLOCKMAKER’S HANDBOOK, 
DICTIONARY AND GUIDE Late Frederick J. Britten $6.00 

14th edition revised 7 
@ MODERN WATCH REPAIRING AND ADJUSTING 

Second Edition $2.25 

E. Borer ® 
@ MODERN CLOCKS—THEIR DESIGN AND MAINTENANCE 

T. R. Robinson $2.25 
@ PRACTICAL BENCHWORK FOR HOROLOGISTS Louis and Samuel Levin $5.00 









* & ca 

For the Jewelry Repairer, Engraver, Plater and Enameler 
@ JEWELRY REPAIRERS’ HANDBOOK J. G. Keplinger $1.25 
@ JEWELRY, GEM CUTTING AND METALCRAFT 

W. T. Baxter $2.50 
@ TESTING PRECIOUS METALS WITH THE TOUCHSTONE 

C. M. Hoke $1.00 
@ SIMPLE SOLDERING BOTH HARD AND SOFT Edward Thatcher $ .75 
@ SHORT COURSE IN ENGRAVING FOR JEWELERS 

William Kassel $ .50 
@ ART MONOGRAMS AND LETTERING (PAPER COVER) J. M. Bergling $2.00 
@ METALCRAFT AND JEWELRY Emil F. Kronquist $2.25 
@ MODERN ELECTROPLATER Kenneth M. Coggeshall $3.00 
@ ELECTRO-DEPOSITION OF METALS Poe Jogi $7.50 
@ ENAMELLING ON METAL Louis-Elie Millenet $2.00 
@ PREPARATION OF PRECIOUS AND OTHER METAL 

WORK FOR ENAMELLING H. deKoningh $1.50 
© * . 

On Silver for the Jeweler, Collector and Antiquarian 
@ THE STERLING FLATWARE PATTERN INDEX With Binder $15.00 


Without Binder $10.00 
@ MARKS OF EARLY AMERICAN SILVERSMITHS WITH NOTES 
ON SILVER SPOON TYPES AND LIST OF NEW YORK SILVER- 


SMITHS (1815-1841) By the late Ernest M. Currier $16.50 
@ ENGLISH SILVER (1675-1825) Stephen G. C. Ensko and Edward Wenham $2.50 
@ OLD SILVER, ENGLISH, AMERICAN AND FOREIGN S. B. Wyler $2.75 


All prices net—mno accounts opened for book purchases 
No books sent on approval. Prices subject to change without notice. 
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ACROSS 
FDITORS 


A signal service to the jewelry 
industry in the United States has been rendered by the 
good work of the U. S. Customs in bringing to light the 
alleged purchases of smuggled jewelry by certain highly 
paid radio and motion picture entertainers. 

The cases have not yet been tried as we go to press, 
and legal procedure being what it is, it is possible that 
no-actual convictions may be obtained. However, while 
the charges have yet to be proved, it seems hardly likely 
that there could be so much smoke without at least some 
fire, particularly since some of the people involved have 
indicated an intention to plead guilty. 

One performer, whose annual income is said to be in 
the six figure class, claims to be innocent of any criminal 
intent in making his purchases. We'll grant the gentle- 
man the benefit of the doubt as far as criminal intent 
is concerned, but isn’t there still a little question of 
ethics? 

Here is a man who is paid a princely income by a 
reputable business house for promoting the sale of goods 
through legitimate retail merchants, and yet who when 
it comes to his own purchases, patronizes an undercover 
seller, and so helps to tear down the very structure of 
legitimate retailing on which his own luxurious existence 
depends. 

However, if the publicity that has been given to the 
case makes the public realize that dealing with question- 
able sources in the purchase of jewelry means running 
the risk of subsequent prosecution and notoriety and so 
discourages this sort of buying, perhaps we owe a vote 
of thanks to our radio friend, 


That jewelry still has a long way 
to go before it re-captures the place in public esteem 
which we jewelers believe it should hold, is evidenced 
by the Department of Commerce survey of 1938 retail 
business reported on another page of this issue. 

The cold, hard figures of that report show that of 


each dollar spent at retail by the American Public last 
year only four-fifths of one cent went to jewelry store 
That is only one-fourteenth as much as went for antg. 
mobiles and accessories, and only one-eighth of the ex. _ 
penditure for gasoline and oil. It is only a little more 
than half of what the nation spent for liquor by the © 
bottle, and if sales by the glass in bars and restaurants _ 
were included the total liquor bill would probably be 
four times the amount of jewelry store sales. Why? ~ 
Every one admires and wants fine jewelry. No other 3 
merchandise in the world has the beauty, the romance, 
the lure or. the lasting value of the jeweler’s wares, 
With all these natural advantages to help us why is it © 
that the public spends so few of its dollars with us? 
May it not be largely because we have failed to cope 
talize on those advantages and have sold only price and © 
terms, instead of beauty, prestige, and pride of pos- 
session? 
If we want more of the public’s dollar, we’ve got to © 
do more selling of the idea that they should have fine — 
watches, silver, and jewelry, instead of merely com- 
peting with our neighbor down the street for whatever 
dollars the automobiles, radios and fur coats may leave, 


a 1938, for the first time 
since 1932, the volume of installment sales fell below — 
that of the preceding year, according to a survey by the 
Cambridge Association, a statistical bureau. 

It is estimated that the dollar volume of time payment — 
sales for 1938 is about four billion dollars as compared © 
with five billion for 1938, a reduction of 20 per cent. 7 

“So far as future purchasing power is concerned,” 
the bureau points out, “this is a healthy development. — 
After five successive years of unbroken increase in the 
volume of installment selling, culminating in a 25 per 
cent raise in 19386 and a further growth of 10 per cent 
in 1937, a reduction in outstanding installment credit 
was due. Credit managers generally recognized this 18 
months ago and severely tightened the increasingly 
liberal terms which have been the rule since 1932.” 

According to the survey any future easing of credit 
terms will be comparatively slow and not very extensive 
in spite of the new business recovery forecast for 19389. 

Let us hope that this forecast is correct. Certainly 
it is high time to call a halt to the granting of such fan- 
tastic credit terms as have obtained in some quarters of 
the jewelry trade. 


‘tn magazine Sales Management 
in its issue of January 1, 1939 forecasts the sales out- 
look for each of 90 lines of business for both the current 
quarter and the entire year of 1939. 

If its ratings are correct—and Sales Management 
claims that it has been correct in 77 per cent of its rat- 
ings in previous years—jewelers can expect a welcome 
volume during the coming 12 months. 

Jewelry is placed in the next to highest class which 
is described as having a ‘“‘very good’’ outlook and is ex- 
ceeded by only 18 of the entire list of 90 lines. 
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